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IN THE UNITED STATES there are 39 (and only 39) cities 

with population exceeding 100,000 — the total population 

ofthese 9 citiesbeing. . . - . . « » « 15,198,178 
646 towns 3,000 to 5,000 population, totaling, approximately, 2,584,000 
486 “* 5,000 ** 10,000 * ” 3,645,000 
235 10,000 ‘* 20,000 3,525,000 
157 20,000 ‘** 50,000 3,900,000 

48 50,000 ‘* 100,000 8,360,000 
TA Es + . $82,142,178 

Thus, it will be seen that approximately 50,000,000 people reside in towns 
of less than 3,000 population, in rural villages and onfarms. ‘The avera’e 
number of persons per home being 5%—a town of less than 3,000 population 
means a town with less than 500 homes. 

IN THE UNITED STATES there are 35,678 Rural Free Delivery routes, 
and more than 80 per cent of them emanate from towns less than 3,000 pop- 
ulation—less than 500 homes. 

Nearly 85 per cent of all the R. F. D. routes in the United States are in 
States within a radius of 500 miles of St. Louis. : 

Now, Mr. Advertiser, if you have read the above—read it again—study 
the figures. 

Fifty million people in towns less than 3,000 population. 

\ Seventeen million people in towns over 3,000 and less than 100,000 popu- 
ation. 

Fifteen million people in towns over 100,000 population 


THE ARGUMENT e There is no question but that an advertiser 

* using any ten ora dozen of the largest maga- 
zines or periodicals, circulated through news-stand distribution, can cover the fifteen 
million people in the thirty-nine largest cities; pn if be used all of these magazines 
and periodicals, he would hardly TOUCH the fifty million people residing in towns 
of less than 3,000 population, in the rural villages and on the R. F. D. routes and 
farms. If an advertising appropriation is $1,000, $10,000 or $100,000, surely a por- 
tion of it should be used to place the proposition before these 50,000,000 people. 
You will be told (by interested parties usually) that people residing in towns of less 
than 3,000, on the R. F. D. routes, etc., have no money to spend, yet there is oné 
concern in Chicago—doing a merchandise business of $1,000,000 a week—whose 
business has been built by advertising exclusively in papers circulating among these 
people. Mind you, just ONE concern, “‘ and there are others.” 














Our pamphlet “POPULATION AND CIRCULATION” contains facts and 
figures that may interest you. We will send a copy to 
advertisers on request. 


The Woman’s Magazine 


(Largest in the World) 


ST. LOUIS : MO. 


Chicago, Ist Natl. Bank Bldg. - New York, Flat Iron Bldg. 
Gro. B. HiscHE, Mer. A. A. HinK wey, Mgr. 
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Below is the title page of a 500-page book that will be issued November 1, 1906. The 
subscription price is one dollar, but a free copy will be sent by mail to every subscriber to 
Printers’ Ink who sends in his subscription before November 1, 1906. 


ON Ne ee ern 


NEWSPAPERS 
WORTH COUNTING 


( INCLUDING, DOUBTLESS, SOME THAT ARE NOT ) ; 


COMPRISING 


1—The Star Galaxy wf f 
2—The Gold-Mark Papers (©©0) 
3—The Roll of Honor 


AND 
4.—All that print 1,000 copies regularly 
(or ever thought they did) 


ACCORDING TO THE RATINGS ASSIGNED IN THE LATEST EDITION OF 
ROWELL’S AMERICAN NEWSPAPER DIRECTORY 


EDITED BY f 


GEORGE P. ROWELL 


Founder of the Advertising Agency of Geo. P. Rowell & Co., March sth, 1865—- 
retired July 31st, 1905. 
Founder of Rowell’s American Newspaper Directory in 1869, the first serious effort ever made 
to ascertain and make known the Circulatioris of Newspapers that 
compete for Advertising patronage. L 
Founder of Printers’ INK in 1888: A Journal for Advertisers, the first ¥ 
periodical ever established for the serious discussion of 
Advertising as a business force. 
Author of Forty YEARS AN ADVERTISING AGENT, an epitome 
of the growth and progress of Advertising 
in America. 
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PRINTERS’ INK PUBLISHING CO. ‘ 
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THE NATIONAL CASH REGIS- 
TER COMPANY. 

THE PRACTICAL AD-SCHOOL WHICH 
It CONDUCTS — IMMENSE PUBLI- 
CITY DEPARTMENT, 

The National Cash Register 
Company of Dayton claims to 
have the largest and be.t organ- 
ized publication department or 
“advertising agency” in the world, 

Perhaps no company in the 
world has brought this feature of 
its business up to so high a stand- 
ard of efficiency as the National 
Cash Register. President John H. 
Patterson’s reasons for making 
his publication department so ex- 
tensive are best told in his own 
words: 

“Suppose we were to entertain a 
million visitors, if that were pos- 
sible, at the factory some day, In 
looking about to find some one to 
address them concerning our 
work, would we not be very care- 
ful whom we selected to do the 
speaking? The men in our publi- 
cation department are in the posi- 
tion of such a speaker. They are 
telling a million people a day 
about the National Cash Register 
and its work.” 

Thus it has come to pass that 
an industrial concern, to further 
it own business, has developed an 
“Advertising Department,” as_ it 
would be known in most places, 
which, in the scope of its work 
and the results accomplished out- 
does the largest advertising con- 
cerns in the world. The National 
Cash Register Company does all of 
its own advertising work. It 
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photographing; bindery, and the 
advertising school. 

In the office division are five 
writers. These men have all had 
wide experience in newspaper and 
magazine work, and in advertis- 
ing. They have been “lifted” from 
the big metropolitan dailies and 
advertising companies and trans- 
planted in Dayton, where they de- 
vote their time to telling in the 
most attractive manner what they 
know about the National Cash 
Register Company and its busi- 
ness, 

Besides these writers the office 
division includes one man and an 
assistant who do nothing but buy 
engraving; one man and an as- 
sistant to trace printing through 
the composing and press rooms 
and the bindery, and another to 
look after the trade papers. There 
aie also five artists, not including 
a number of girls who color stere- 
opticon slides. These artists do 
general illustrating and cartoon 
work. The office force keeps two 
stenographers ‘busy all the time, 
while an assistant stenographer 
makes clippings and _ prepares 
scrap books. 

To publish the matter turned 
out by the office, the largest print- 
ing shop in the United States, 
outside of New York and Chicago, 
is necessary. This printing estab- 
lishment occupies an entire floor 
of one of the big factory build- 
ings, and 121 men are employed 
in it, as follows: 48 typesetters, 
19 pressmen, 24 cylinder press 
feeders, 7 job press-feeders, 5 
job pressmen, 6 electrotypers, 10 


trusts nothing to outsiders.7E@njd&cv@en engaged in slitting. 


Five divisions make up the pub- 
lication department. The office, 
including the department head, 
writers and assistants; printing; 


The mechanical equipment in- 
cludes thirty-nine presses, ranging 
from small automatic envelope 


and card presses, with a capacity 


48495 
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of 13,500 envelopes and cards per 
hour to the large cylinder presses, 
which print in four colors, “The 
N. C. R. for Storekeepers,” a 
bi-monthly magazine, with 4 -cir- 
culation of ene mgllions ~ The 
volume of advertising matter and 
the rapidity with which at times, 
it must be issued, necessitated the 
installation of two Mergenthaler 
linotype machines and other time- 
saving devices, 

Some idea of the capacity of 
this printing shop may be obtained 
from the statement that in addi- 
tion to the “N. C. R. for Store- 
keepers,” and many pamphlets in 
issues exceeding 100,000, the pub- 
lications include one daily paper, 


. 
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slides are made. The department 
has a perfect system for filing 
negatives, and now has 20,000 
in stock in fire-proof vaults, all 
checkéd. according -td> the Globe- 
Wernicke “system, ‘so that any 
negative may be Tound at a 
moment's notice. 

The ‘artists employed are of the 
best and -are prepared to make 
enlargements, transparencies, and 
do all other high class photo- 
graphic work. This branch of the 
advertising work is growing rap- 
idly, twice as many prints and 
negatives having been made this 
year as were made last, and 33 
per cent more slides, 

The stereopticon slide room is 


: , 


THE AD SCHOOL IN SESSION, 


a weekly, two monthly maga- 
zines, and a quarterly magazine 
all illustrated. 
BIGGEST COMMERCIAL PHOTOGRAPH 
GALLERY, 

To provide suitable illustrations 
for the many publications issued, 
the company maintains a_ photo- 


graph department, which does. 


more commercial work than any 
other in the country. Seven pho- 
tographers are busy all the time 
and they make an average of 450 
negatives a month. . Prints to the 
number of 1,100 are struck off 
each month, and 400 stereopticon 





an adjunct of the photograph de- 
partment. In this room 16,000 
slides and 8,000 stock photograph 
prints are filed in novel slide racks 
in such a manner that they may 
be found, taken out and used at 
any time. These slides, all beauti- 
fully colored, cover every range 
of subject from travel in foreign 
lands to a baseball game on the 
National Cash Register athletic 
field. 

There are slides which Presi- 
dent Patterson had _ prepared 
showing scenes of his recent trip 
through Japan, Egypt, and other 
(Continued on page 6.) 
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RESULTS 
rCOUNTY 


We know who our readers are, and 



















+ we feel confident that any publisher 
who has a worthy proposition will 
if be glad to get acquainted with them. 


Here is a letter recently received : 


Utica, N. Y., Sept. 15, 1906. 
EDITOR OF PRINTERS’ INK: 

September 5th—just ten days ago—PRINT- 
ERS’ INK carried a notice of my two real estate 
books. It appealed to me that you would be 
interested in knowing the results I have had. 
To date I have had twenty-seven inquiries 
from people who seem eager to get the vol- 
umes. To each and every one I have replied 
suitably. Now, notice, those inquiries have 
come from over a dozen different States and 
Canada, viz.: New York, California, Texas, 
Maine, London (Canada), Pennsylvania, Ten- 
nessee, Utah, Kentucky, Massachusetts, Indi- 
ana, Connecticut, New pao Illinois, Ohio, 
Michigan, Virginia and West Virginia. Quite 
an array, isn’t it? And every one of these in- 
quiries I can vouch for, by the letters on file in 
my office, Very truly yours, 

CHAS. J. FUESS. 


The publications which have the 
greatest prestige to-day among ad- 
vertisers are those which are not 
+ afraid to take their own medicine. 
We should like to correspond with 
deserving publications about a kind 
of publicity that would be —s 
k able, if entered upon now. 


. PRINTERS’ INK 


NEW YORK 
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parts of the Orient; other slides 
showing the advantages of exer- 
cise and the health work carried 
on by the company, while garden- 
ing, religion, and history are but 
a few more of thousands of sub- 
jects covered. These slides . are 
used by the officials and employees 
of the company in illustrating lec- 
tures, which are a part of the ad- 
vertising methods. 

BINDERY EQUIPMENT UP TO DATE. 

In the bindery department there 
are 150 employees, 130 of whom 
are girls. The bindery shop is 
equipped with four of the best 
Seybold cutters, three Dexter 
folders, six stitchers, besides all 
other up-to-date machinery need- 
ed in a modern bindery shop. The 
National Cash Register bindery 
has the latest embossing press and 
inking devices, which make it pos- 
sible to handle anything in the 
nature of artistic binding. 

All book-sewing is done by 
hand. The bindery is also pre- 
pared to do blank book work. Not 
only the matter turned out by the 
publication department, but all 
circulars and sales books that go 
out with cash registers when sold, 
pass through the hands of the 
bindery girls. 

Altogether the bindery depart- 
ment sends out eight publications, 
besides hundreds of thousands of 
pamphlets, booklets, catalogues, 
and inserts for trade papers, 
handling a total of fifteen million 
pieces of printed matter annually. 

Believing that the advertising 
work is too important to be left to 
one man, or even to one depart- 
ment, the National Cash Register 
Company, conducts an advertising 
school. At this school officials of 
the company meet with the men in 
the advertising department and 
discuss with them new ideas in 
the work, and new methods for 
attracting attention to the Nation- 
al Cash Register product. 

The company has its advertising 
plans arranged under five heads, 
as follows: The ten most im- 


portant things that advertise the 
National Cash Register, the ad- 
vertising to employees, advertising 
to agents, general advertisements, 
and indirect advertisements. 
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The ten most important things 
that advertise the National Cash 
Kegister Company are: 

“National Cash Register for 
Merchants.” 2. Folders, circulars 
and pamphlets. 3. Welfare feat- 
ures, 4. [The model factory of 
the world. 5. Forty thousand 
visitors annually. 6. Lectures to 
employees and the public. 7. Con- 
ventions of sales agents. 
8. Schools for different em- 
ployees. 9. Trade journal adver- 
tising. 10. Catalogues. 

General advertisements include 
articles on welfare work, publish- 
ed in issues of the factory maga- 
zines, factory lectures, exhibits at 
fairs and expositions, magazine 
and newspaper articles, souvenir 
mailing cards, window displays, 
and a dozen other features. 

Among the list of indirect ad- 
vertisements are: Gardens for 
boys of the factory neighborhood; 
comfortable chairs and foot stools 


for women employees, flags for 
visitors; free lunches for em- 
ployees when they work over- 


time; a company band; a baseball 
team; prizes for suggestions look- 
ing to the improvement of the 
National Cash Register methods; 
schools for salesmen, and all the 
other welfare features for which 
this company has become famous. 
The company now has 23 differ- 
ent ways of general advertising, 
while the indirect advertising is 
carried on under 78 different 
topics. 

ALL ADVERTISING MAGAZINES 

HAND. 

All advertising trade journals 
are subscribed for and are kept on 
file in the committee room of the 
advertising school, where they 
may be referred to by the em- 
ployees. By means of a system of 
filing cabinets, a thorough clipping 
bureau is maintained. Samples of 
all of the company’s advertising 
and of the work of other good ad- 
vertisers are kept on file. Com- 
plete sets of all drawings by the 
best illustrators are also kept to 


ON 


furnish models to the National 
Cash Register artists when 
such are needed. The com- 


pany spares no pains to improve 
this advertising school. 














A DENTIST’S ETHICAL 
BOOKLET. 

Ethics restrain from advertising 
the dentist who wants to live in 
harmony with his_ professional 
societies, while the quack, as in 
medicine, can let himself go to 
any extent he sees fit, making any 
sort of preposterous assertion and 
using advertising as a cloak. to 
downright fraud. 

Dr, J. C. Bogue, .an ethical den- 
tist, of Harriman, Tenn., has 
lately issued a_ booklet called 
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Four pages are also given up to 
an account of himself, his degrees, 
career and responsibility. ‘lhere 
is also a note on fees which, while 
no prices are given, is an assur- 
ance that charges will be reason- 
able and just. 

Dr. Bogue has handled one 
phase of his subject in a clever 
way. Where the quack dentist 
has the advantage over an ethical 
practitioner is in his ability to put 
forward highly-colored claims. A 
quack can turn the limelight on 
himself, spreading the adjectives 








CROWNS. If a tooth is badly broken down 
and cannot be filled, the root being good, it can be 
crowned. Porcelain crowns matching so closely 
the natural teeth as. to be imperceptible are used 
for the front teeth. Gold crowns completely 
covering the remdain- 
ing portions of the, 
tooth are used fori 
back teeth. 


BRIDGE WORK. 
One sound root or - 
tooth when crowned 
is often made to 
hold two artificial 
teeth, two or three 
sound roots or teeth 
to hold three or 
more artificial teeth, 
‘Lhis is called Bridge {s 
Work. It is the gs be b 
strongest, cleanest, Scher lane” Flew poche 
and most comfort. fourteen teeth can be replaced by 
able method of re- this method, , 
placing lost teeth. It occupies no more space in, 
the mouth: than the: natural teeth did, is as firm, 
looks and feels like them, and can be used as 
freely and cleaned almost as easily. 

Many have their front teeth filled or crowned 
but neglect to save the back ones, thinking they 
do not show. True, they do not, but their 
loss is very apparent, as may be seen by com- 
paring Fig. 9, representing this loss, with the 
same face in Fig. 8 before the loss was sus- 
tained. 








“Teeth for Appearance, Comfort 
and Health” that seems to strike 
midway between ethics and non- 
ethical methods. In this little 
volume, printed by Printers’ Ink Press 
of New York, he has given short talks 
on prevention of decay, tartar, 
abscessed teeth, diseases caused 
by bad teeth, “toothache,” filling 
materials and methods, crowns, 
bridgework, artificial teeth, tem- 
porary plates, rubber plates, 
aluminum plates, continuous gum 
plates, children’s teeth, straight- 
ening crooked teeth, extracting, 
measures taken to avoid pain, etc, 





thick. An _ ethical practitioner, 
however, is restrained. But Dr. 
Bogue has secured a good degree 
of advertising strength by ad- 
vancing proofs of the value of 
dental work and dental surgery 
generally. His claims are made, 
not for himself as Dr. Bogue, but 
for the economy, comfort and 
wisdom of having one’s teeth 
regularly examined and repaired. 
This gives a disinterested tone to 
the booklet, and yet, when his in- 
formation is compared with the 
wildest assertions of quack den- 
tists, one is impressed by the fact 
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that he has made out a better case 
than if he had thrown ethics to 
the winds and cut loose altogether. 
His booklet tells something. It 
is reasonable. It gives pretty 
much the same sort of advice and 
knowledge that any practitioner 
would impart in conversation, and 
when the reader gets through he 
has an impression that will prob- 
ably do far more to’ bring re- 
sults than any wonder stories or 
trick prices the advertising dental 
quack could crowd into a news- 
paper announcement. 

With this booklet the doctor 
also sends a personal letter, so 
that its genuine appeal is given 
a greater professional disinter- 
estedness. In the center is a color 
insert showing a jaw with broken 
and missing teeth, and the same 
fitted with gold crowns and 
bridgework. This insert, he says. 
has materially increased his prac- 
tice in such work, but he also re- 
gards it as the portion of his 
booklet most likely to bring criti- 
cism from dental societies. He 
thinks that it may even cause his 
expulsion from some of these 
bodies, but considers that those 
he desires as patients have the 
right to know the truth. He would 
like to have the matter in this 
booklet used by other dentists, 
and would appreciate suggestions 
for its improvement. 

a a 

OrFicers of the army and navy are 
forbidden to use their official titles in 
the advertisements of business enter- 
prises with which they are connected. 
Recently the naval authorities informed 
a retired officer that he could not have 
his title used as the name of a mine in 
Mexico and that if it was to appear 
on the list of directors his name must 
be printed without the naval rank. Now 
an officer of the army has_ been_ in- 
structed to withdraw his title from 
a mining concern.—Fourth Estate. 


tor 





Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlements everywhere. 
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FIGHT MONTHS 
OF 1906 


From Jan, 1, 1906, to August 31, 
1906, The Chicago Record-Herald 


Gained 
2,130 Columns 
Advertising 


over the corresponding eight 
months of 1905. 


THE ReECORD-HERALD prints the 
Statement of circulation for each 
day of the preceding month in 
every issue. How much better this 
is than “high-water marks,” 


THE CHICAGO 
RECORD-HERALD 








IOWA 


is great and prosperous. 


Che 


Des Moines 
Capital 


is lowa’s greatest 
and most prosper- 
ous'’newspaper. 
EASTERN OFFICES: 
NEW YORK, CHICAGO, 


166 World Building. 87 Washington St. 
LAFAYETTE YOUNG, Publisher. 
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FOR BETTER CRAVATS. 


The cravat trade has got itself 
into a bad rut. Years ago, when 
all cravat silks came from foreign 
mills, the quality was high. Then 
American manufacturers learned 
to weave these goods—an excep- 
tionally difficult silk fabric to pro- 
duce—and the quality began to 
go down. Manufacturers wove 
poor fabrics first, and then began 
to “load” them. Retailers helped 
in the process of degeneration by 
pushing neckties at fifty and 
twenty-five cents. The real stand- 
ard of quality in a cravat is the 
dollar article. Instead of educat- 
ing their public to pay a dollar, 
and demonstrating the superior 
appearance, design and wear of 
high-grade goods, the manufac- 
turers have long been trying to 
make cheaper silks take on the 
superficial appearance of quality, 
and retailers have bid for trade on 
a price basis instead of quality. 
As a result, the margin of dollar 
cravat trade has been _ steadily 
narrowed, until now it looks very 
much as though a little more per- 
sistence along present lines would 
wipe it out altogether. Says the 
Haberdasher: 

A well-posted manufacturer of silks 
states that each season has brought 
with it more exorbitant demands on the 
part of the cravat manufacturer; that 
pro-season preliminary work in prepar- 
ing new designs, color combinations 
and weaves amount to thousands of 
dollars; that unlike the continental pro- 
ducers of cravats the American manu- 
facturers were not content to confine 
their lines to a dozen seasonable designs 
ordered well in advance of a season, 
and that unless sample collections con- 
tained several hundred new ideas, the 
chances for obtaining an order were 
minute; that the manufacturers were 
getting into the habit of buying silks 
at under price from lame concerns, or 
at auction, at twenty per cent below 
the market price. : . 

There is no rhyme or reason in giv- 
ing the consumer too much for his 
money. In the first place, crass ignor- 
ance of how his cravats are made 
and what they are made of is char- 
acteristic of the average purchaser. 
Having had the fifty-cent cravat thrust 
at him and earnestly recommended by 
the salesmen in the shops for many 
years, he has been educated, to: believe’ 
that anything. over that. pgice is rank 
extravagance,, and so ‘that Article has 
been lodged in such 4: firm ‘posifion that 
it wil :sequire heroic’ methods on the 












PRINTERS’ INK. 9 


part of the purveyors to undo their 
own disastrous handiwork, 

While this general downward 
course of the whole cravat trade 
is due both to manufacturers and 
retailers, it seems that education 
of the consumer is the point at 
which to begin the work of re- 
construction. Education is need- 
ed. The man who is able to pay 
a dollar to one-fifty for his cra- 
vats ought to be told something 
about these goods. Telling him 
ought to be a very simple matter, 
and not unduly expensive if a 
dozen leading cravat silk weavers 
can get together and make an 
appropriation for advertising in 
the magazines, the dailies, and 
starting a movement for better 
quality goods among retailers. 

Quarter-page talks in maga- 
zines contined to facts about good 
cravat silk would soon create sen- 
timent for the scarf sold at a 
dollar and upwards. Retailers 
could be provided with literature, 
and organized for systematic dis- 
play and pushing of better goods. 
Such a campaign of education 
might be started in connection 
with a mutual trademark, to be 
adopted by the manufacturers 
who paid for the advertising, or it 
might be conducted without a 
trademark at all, simply for the 
betterment of the cravat weaving 
trade generally, on the same plan 
that the book publishers advertise 
books generally around Christmas, 
paying for a campaign that gives 
prominence to no particular book 
or publishing house. In good 
hands a movement of this sort 
would be only moderately costly. 
because only those magazines go- 
ing largely to men need be used. 
and a few leading dailies in a 
dozen large cities where well- 
dressed men purchase clothes. 
Literature in the hands of the re- 
tailer would cover the smaller 
centers. If persisted in for a few 
seasons, such advertising would 
release manufacturers from. the 
evils brought-about by “standard- 
ization” .of low-price goods, and 
give them. fully. double the gross 
income they are now getting for 
their products,; with larger profits, 
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REAL PEOPLE AND REAL 
WORK. 

In advertising pictures you 
seldom meet anybody you know. 

What is it that tempts the ad- 
vertiser to demand men and 
women of the oil-chromo kind in 
illustrations? Artists will tell you 
that when a strong genre study is 
presented to the average advertis- 
er, a picture of somebody that 
really exists and is recognizable 
among other human beings, it is 
almost invariably rejected. But 
the fashion-plate young man and 
the simpering young lady of the 
highly enameled complexion, 
“tickled,” as artists say, out of all 
semblance to real life—these sell 
always, and are a staple product. 

The photographer has brought 
some admirable genre life into the 
advertising sections. Pearline’s 
photographic effects have for sev- 
eral years been distinctive for 
character and reality, and hold 
their individuality undisputed. 
Among hundreds of pages of 
commonplace stuff a Pearline ad 
is always worth stopping to ex- 
amine. The Omega Oil people 
say that no line of advertising 
they have ever done—and their 
experiments have been many— 
equals their present photographic 
car cards of real people. From 
the time these were put out an in- 
crease in business resulted. The 
Washburn-Crosby flour ads are 
photographs of real people. Ivory 
soap is advertised with as costly a 
line of pictures, perhaps, as is 
used by any business house. Does 
Mr. Campbell pay for chromos of 
impossible men and women? No. 
His pictures are all real—you 
know the people at sight. 

Among the most widely adver- 
tised commodities are those that 
save labor. Soaps, cleaners, wash- 
ing powders,  carpet-sweepers, 
bluing—when advertisers show 
these they try to give readers the 
idea that drudgery has _ been 
abolished. But this is accomplish- 
ed—or rather attempted—by im- 
possible people in impossible set- 
tings. The lady who manipulates 
the carpet-sweeper around the 
flat does so with one finger, and 
is dressed in a ball gown. The 





lady who finishes her washing by 
nine o’clock is depicted, not wash- 
ing at all, but reading a novel 
after the operation. Advertisers 
dodge when it comes to revealing 
woman at work, and picture in- 
stead “O, woman in thy hours of 
ease, uncertain, coy and hard to 
please.” To show woman any- 
where in the vicinity of a wash- 
tub would horrify such an adver- 
tiser. The farthest he cares to go 
in this direction is the feather 
duster with which a play usually 
opens. Work, as shown in ad- 
vertising, is a polite comedy, and 
those who perform it shapely 
soubrettes. 

Now, doubtless beauty and 





pleasant suggestion are good 
things in connection with the 
bread-and-butter matters of life. 
But do such dilettante pictures 
convince? Do they go to the soul 
of the subject advertised, and 
secure its atmosphere, and impress 
themselves on the memory in 
connection with the uses for 
which the labor-saving soap or 
powder is intended? It Bove 7 be 
rash to assume that they do. 
The Pearline pictures seldom 
fail to have symbols of work, such 
as the washboard being broken up 
with a hatchet, the washing on the 
line. An atmosphere of soap-suds 
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(or Pearline suds) is all through 
them. You can smell the suds. 
They make the advertising what 
it is. The average manufacturer 
of a cleanser or soap would be 
frightened out of his wits if an 
artist proposed to show up his 
product that way, and would in- 
sist on a dainty picture that made 
his soap out as something re- 
sembling, for its agreeable flavor, 
its antiseptic qualities and its de- 
licious after-effects, a dentifrice 





or massage cream. But with all 
the soap pictures that have been 
printed since Pear’s bought 
“Bubbles’—and soap advertising 
runs to pictures naturally—has 
there ever been anything stronger 
than the Pearline wash-lady who 
held the boards for a year or 
more? 

Another instance of such pic- 
tures, of a real woman at real 
work, is that of the wash-lady used 
by Cluett, Peabody & Co. But, 
of course, she is a man’s wash- 
lady, and there is no risk of 
offending. Yet, can you look at 
her without wishing that she had 
a job advertising soap instead of 
collars? The first thing she makes 
you think of is soap, and the 
collar people can’t help it. Can 
even the Kodak girl beat her for 
attractiveness ? 

The Omega Oil pictures, when 
vou come to think of it, show peo- 
ple not in attitudes of ease or 
pleasure, but in genuine pain. As 
suggestion they ought to be taboo 





—the advertising psychologist 
would rule them out in a moment. 
But pain is what Omega Oil is 
for. How silly to try and suggest 
that it was a skin food, 

There are not enough real peo- 
ple in advertising pictures, and the 
mass of beauty studies simply 
makes each bit of good genre 
illustration stand out. There is 
too much prettiness, too much en- 
deavor to make everything run 
along automatically, too much 
high life, too much glossing over 
the purpose of the commodity to 
secure a simpering effect that has 
nothing to do with its purpose at 
all. When a man advertises some- 
thing that is used in work, he 
omits the subject of work, or 
hands the job over to a soubrette 
servant with a feather duster and 
a lace cap. Heaven knows, he 
may be right. Perhaps woman 
wishes to have work referred to 
in this left-handed way, just as 
she likes, in her novels, men who 
' saaiaieacieaeaaeicmcaadliaacaaiaaas 





are too magnificently mawkish 
ever to happen, and in her fashion 
magazines simpering figures that 
she can never look like, even with 
all the straight-fronts in the 
world. Near-work may be the 
proper medium in which to ad- 
vertise labor-saving devices, in- 
stead of the real thing. 

But the fact remains that prac- 
tically every advertiser who has 
adopted real work and real people 
in advertising pictures, stands out 
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in the cars and magazines and 
sells his stuff. Probably he sells 
more of it than any manufacturer 
who holds to the viewpoint of the 
German lithograph artist. There 
is no case on record where real 
people and real work have failed 
to sell, and there are a good many 
instances where the opposite has 
failed ignobly. In view of these 
facts, it seems as though real 
people and real work ought to 
have a better chance in advertis- 
ing illustration. 


_ o- 


PROBLEMS OF THE NEW 
ADVERTISER. 


It is not surprising that the new 
adveriiser is bewildered when he 
enters the publication field for the 
purpose of exploiting his goods. 
He finds on consulting Rowell’s 
American Newspaper Directory 
that there are over 23,000 néwspa- 
pers and magazines in the United 
States. He knows very well that 
he cannot afford to advertise in 
all of them, or, in fact, in any 
considerable number. How, then, 
is he to ascertain what ones to 
use? 

There are several ways, but the 
most satisfactory is to apply to a 
general advertising agent whose 
stock-in-trade is his knowledge of 
newspaper space values and his 
ability to place advertising advan- 
tageously. There is no lack of 
agents, for they are to be found 
by the dozen in almost every 
large city in the country. ° Some 
of them regard their business as a 
game of bunco and hence are not 
particular as to the character of 
the representations they make to 
prospective customers. The ma- 
jority, however, take pride in their 
occupation, believe in it, and give 
honest service to those who seek 
their aid. 

Ordinary prudence suggests 
that it is better to consult an ex- 
perienced rather than an inexperi- 
enced man on any subject. The 
new advertising agent may be just 
as honest and conscientious in his 
dealings as the one who has been 
in the business for years, but nat- 
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urally he lacks the knowledge that 
comes from practice. 

The agent can furnish lists of 
papers, prepare copy, place the ad- 
vertisements, and check them as 
they appear, and attend to the 
correspondence involved—all for 
a fee that is extremely reasonable 
for the service rendered. 

Of all the duties performed by 
the agent for the advertiser none 
exceeds in importance the selec- 
tion of the mediums through which 
the public is to be reached. The 
task is much easier than it was a 
few years ago because of the drift 
of publications toward specializa- 
tion. Formerly when an advertis- 
er entered the field his lict was 
made up of papers of genetai cir- 
culation in a given territory—there 
was little attempt at classification. 
A leading daily was selected in 
each large city, a weekly in the 
towns and villages, and occasion- 
ally a monthly of wide distribu- 
tion. If the ads didn’t “pull” as 
well as they were expected to the 
newspapers were blamed—not the 
man who wrote the ads or the 
agent who prepared the list. 

It is different now. There are 
periodicals that cover distinct 
fields and = reach _ well-defined 
classes of readers. Every trade 
has its representative journal and 
every association its organ. If a 
man has mowing machines to sell 
he does not advertise them in the 
New York Journal, the Philadel- 
phia North American or the Bos- 
ton Traveler, all general newspa- 
pers, but in some agriculturist 
class paper that circulates exclu- 
sively among farmers. 

On the other hand the manufac- 
turer who sells shoes directly to 
the consumer would not for a 
moment think of advertising in 
class or trade papers. He would 
choose the daily and the weekly 
newspaper because they are read 
by the general public—men, wom- 
en and children among whom he 
seeks customers. 

The first thing to be considered 
in making up a list of papers or 
periodicals for use in an adver- 
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is the field you 


tising campaign 
You don’t want 


desire to cover. 


to waste your powder hunting 
chipmunks when bears are the 
game you seek. If you are in 


search of buyers for automobiles 
find them 


you cannot expect to 
among people who read T7he 
Workingman’s Friend or The 


American Boy; but rather among 
the subscribers of high-grade pub- 
lications that circulate among per- 
sons of wealth. 

One reason why some adver- 
tisers fail to get results is that 
they do not pay enough attention 
to the selection of the mediums 
they use. They seem to think that 
any paper having a large circula- 
tion will answer their purpose, and 
it is only after they have spent 
large sums of money that they 
discover their mistake. 

When the advertiser has deter- 


mined the class of customers he 
desires to reach, and looks over 
the list of periodicals, especially 
devoted to them, he is often dis- 
concerted at the number of the 
latter. Some of the mediums 
have circulations that reach the 


million mark and charge six dol- 
lars a line for their space. Others, 


with only a few hundred thou- 
sand readers, have a rate of less 
than two dollars a line. Is it 


better to advertise in one expen- 
sive medium of enormous circula- 


tion or in several cheaper ones 
having fewer readers? 
Then, too, duplication of circu- 


lation is to be considered. If one 
magazine thoroughly covers a cer- 
tain State, section, or the whole 
country, why go to the expense 
of advertising in several others 
that cover the same ground? Ac- 
curate circulation figures are not 
so hard to get as they were a few 
years ago. There are few pub- 
lishers, especially among the bet- 
ter class, who will ‘net give the 
facts when requested to do so. 
They even court an investigation 
of their claims. They will fur- 
nish the prospective advertiser a 
list of the towns and cities in 
which their periodicals are distri- 
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buted and give the number of cop- 
ies going to each. From the in- 
formation thus obtained the ad- 
vertiser ought to be able to select 
the medium or mediums that will 
do him the most good. 

It must be remembered that 
these are the days of great cir- 


culation. The Woman’s Magazine 
of St. Louis distributes 1,600,000 


copies and the Ladies’ Home Jour- 
nal of Philadelphia 1,200,000 cop- 
ies each month. The publisher 
of the former claims that there 
is not a town in the United States 


containing fifty English-speaking 
persons in which two or three 
copies are not taken. The De- 


lineator is another woman’s maga- 
zine that is widely distributed. Its 
circulation is 960,000. It goes into 
2,656 towns having less than 500 
population; and into 40,839 towns 
of 5,000 population and under. 

If an advertiser has an article 
to sell that is for women’s wear 
or use and desires to cover the 
country with his announcements 
he can make no mistake in select- 
ing any one of the three maga- 
zines mentioned above. 


September 21, 1906. 
Editor of Printers’ INK: 

The writer of the article in this 
week’s  PrinTeRS’ INK, on ‘Pastures 
Green” is not omniscient. Here are a 
few errors, with accompanying cor- 
rections: 

Sewing 
advertise. 
ter their 


Singer's © still 
All through last win- 
announcements — ap- 
peared almost every Sunday on 
the woman’s page of the lead- 
ing New York papers. 
Flavoring Extracts: Burvett’s have 
discontinued their adver- 


Machines: 


never 
tising in New York, so far as 
I know. They run_ first-page 
readers in the New York 
Times, Sun and other papers 
throughout the year. 

Locks: Yale and Towne, within 
the last month have started an 


advertising campaign, conducted, I 
believe, by Calkins & Holden, 
using leading dailies outside 
New York. Yours, 


+o 

For the recent press club excursion 
from Denver to Colorado Springs the 
Denver & Rio Grande issued a pocket 
souvenir in the shape of a train book, 
giving running time, small views of 
scenic points and space for autographs, 
The volume was bound in limp leather, 
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WANTED—WHISKEY ARGU- 
MENTS. 





It is rather curious to note that, 
with all the money spent in whis- 
key exploitation, this branch of 
publicity in the newspapers re- 
mains mere “poster” advertising. 
Effective arguments have been de- 
veloped for nearly everything else. 
The amount of mysteriously at- 
tained goodness and _ peculiar-to- 
this-brand-alone quality in a five- 
cent cigar, as advertised nowa- 
days, marks a long advance over 
the old style of cigar advertising. 
Good arguments have been de- 
veloped for such things as hams, 
lard, cigarettes and even bottled 
water. But nobody develops 
whiskey arguments, 

Some whiskey advertisers 
vaguely try to prove that their 
brand of Old John Barleycorn is 
healthful. All harp on_ purity 
more or less. Some speak of age, 
either of the whiskey or the dis- 
tillery. Some resort to catch 
phrases—‘“First over the bars,” 
*“Wilson—That’s All,” “The whis- 
key of kings, the king of whis- 
keys,’ and so forth. Some dis- 
tillers flavor their advertising with 
characteristic emblems like the 
Scotch thistle. Others make claims 
as to the superiority of straight 
whiskeys over blended, or uphold 
the pot-still. But none of them 
go very deeply into reasons, and 
whiskey advertising wherever you 
meet it, in a newspaper, a comic 
weekly, on a billboard or a fence, 


is nothing more than “poster” ad- 
vertising. 

One argument is generally 
avoided by every whiskey that 


aims at popularity in bar-rooms 
and clubs. That is the price 
argument. A distiller would 
rather emphasize the high price of 
such a brand than to hint that it 
is economical. Yet perhaps the 
strongest whiskey copy ever 
printed in this country was based 
almost entirely on price—that of 
Hayner’s in the magazines, which 
built up a great mail-order trade 
to home consumers and brought 
into the field numerous emulators. 
Yet advertising restrictions are 
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such nowadays that probably this 
advertising was shut out from the 
most prosperous magazine public, 
the natural mail-order clientele. 
In daily papers it was naturally 
hampered by a public not accus- 
tomed to mail buying, as well as 
by competition with brands active- 
ly exploited to the bar-room trade. 
Purity ought to be a live issue 
in whiskey publicity, and might 
be demonstrated effectively by 
showing processes of manufacture, 
selection of materials, etc. One 
prominent brand has lately ex- 
ploited a guaranteed analysis on 
each bottle, but not made enough 
of this point in its advertising. 
Healthfulness is a less certain 
argument. Yet when one examines 
the excellent claims put forth for 
good beers, it seems a subject with 
which much might be done. In 
the medical profession pure whis- 
key has many adherents who pre- 
scribe it, and from medical liter- 
ature perhaps as sound arguments 
for the medicinal value of whiskey 
could be culled as for the harm- 
lessness of tobacco. Nothing has 
yet been made of the character and 
flavor of different brands and 
kinds of whiskey. Each distiller 
asserts that his product is dis- 
tinctive. Yet none has tried to 
tell wherein its excellence lies, 
though even between rye whiskies 
there is often as great a variation 
as betwen bourbon and_ Scotch, 
sour mash and Irish whiskeys. 
Canadian whiskeys are of distinct 
color and quality. The cheap corn 
whiskeys of the South are almost 
unknown in advertising, though 
they might have possibilities. 
This is clearly one of the un- 
developed fields of advertising. 
The aggregate of money spent an- 
nually by whiskey distillers for 
space must be enormous. But 
modern methods have still to be 
applied to this expenditure. They 
may work a revolution in it some 
day when the right methods and 
the right distiller get together. 
ae es 


“Ap Potnts” is a small volume of 
publicity suggestions for retailers, some 
time-tried in their venerable age, and 
a few more youthful. It is published 
by John Hall Rathbun, Sedalia, Mo. 
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A Roll of Honor 





No amount of mouey can buy a place in this: list tor a paper pot having the 


requisite qualification. 





Advertisements under this caption are accepted from publisners who, 
906 issue of Rowell’s American Newsvaper Directory. have submitted for 
that edition of tne Directory a detailea circulation statement. auty signed and d 


ing to the 1 





accord- 


datea, 


also from publishers wno for some reason failed to obtain a figure rating in the i%6 
Directory, but have since supplied a detailed circulation statement as described apove, 
covering a period of twelve months prior to the date of making the statement, sucn state- 


ment being available for use in tne 1907 issue of the American Newspaper Directors. 


cir- 


culation figures in the ROLL OF Honor of the last named character are marked with an (> ). 


These are generally regarded the pvbdlisners who nelieve that an advertiser nas a right 


to know wnat he pays nis nara casn for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Montgomery Journal,dy. Aver. 1905, 8,677. 
The afternoon home newspaper of its city. 


ARIZONA. 
Phoenix. Republican. Daily aver. 1905,6,.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 
ARKANSAS. 


Fert Smith, Times. dy. Act. av. 1905, 2,781. 
Act. aver. for May, Juss “and July, 1906, 4. 227. 


CALIFORNIA. 


Mountain View. Signsof the Times. 
weekly average for 1905, 22.580. 


Actual 





San Francisco. | Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1,427; Muy, 1906, 1,700, 





San Fr Sunset M monthly, 
literary; two a and eight pages, 5x8 
Circulation 1904, 48.916: year ending Nov., ’05, 
69.416. L.L. MeCormick, 120 Jackson Bouie- 
vard, Sar tea Eastern representative. 
William Wil ilson, 4 t 23d St., New York 

City, *y York AE Ray Home Offices, 
431 California Street. 


COLORADO. 


Denver. Clay’s Keview, weekly; Perry A. Clay, 
Actual ater. for 1904, 10,926, for 1905, 11.6388. 


Denver, Post, daily. Post yo ag and Pub- 
lisning Co. Aver. for 1905, 44.8203; Sy. 60.104. 
Average for Aug., 1906, dy. 51,968; Sy. 72.560, 
Ga The absolute correctness of the latest 
circulation rating accorded 
= Denver Post is guaran- 

teed by the publishers of 
Rowell’s American News- 
paper Directory. who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
Meriden. Zune, evening. Actual average 
Sor 1905, 7,557 
Meriden. Morning Record and Republican. 
Daily average for 1905, 


New Haven, Evening Register. oer. Actual 
av. for 1905, 18,711: Sunday, 11,381 


Norwalk. Evening Hour. Daily average guar- 
anteed to exceed%.100, Sworn c.rculation 
statement furn ished. ‘ 


Bulletin, morning. Arerage for 
1905, 5,920; now, 6,588, 


GVA 
TEEO 


~-n 
eee 


Norwich. 
1904, &,850; 








Waterbury. Republican. dy. Aver. for 1905, 
5.648. La Coste & Maxwell Spec. Agents, N. \ 
DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun 
day. Daily average for 195. 85.550 (©©). 


GEORGIA. 
Atlanta. gournsl, dy. Av. 1905.46.03 Sun- 
day 47.99 Semi- weeicly 56.781; May. 1906, 
oa ps S512; Sun., 53.977; semi- wy. » 24.281. 





Atianta, News Duily aver. first six mos. ae 
24,668. S.C. Becicwith. Sp. 1g., N. Y. & C 
_Atianta, The Southern Ruralist. Sworn aver. 
Jirst sic mos, 1916, 62.96 6 conies monthly Begin- 
uing Sept. ist, 70,000 guaranteed, semi-munthly, 





Auguata, Chronicle. Only morning paper. 
1905 average. 6,048. = 


ILLINOIS. 


Aurora. Daily Beacon. Daily av rt Sor 
1905, 4,803 Jirst six montas of 196, 6,245. 


Cairo. Citizen. Jirst 
months 1906, 1,529 


Daily average six 


Chienge. Bakers’ Nelper, monthly ($2.00), 
Bakers’ Helper Co. Average Jor 1905,4,.100(@@). 


Chicago, Breeders’ Gazette. weekly; $2.00. 
Averaye circulation 1905, to Dec. sist, 66,605. 
Chicago, Dental Review, monthly. Actua, 
average for 1905, 3,708. 


Chicago, Examiner. Arerage for 1905. 144 
806 copies daily; 90% of circulation in cit, 
larger city pe tly than any two other Chi- 
cago morning ‘3 combined. Examined by 
Association of imerioan Advertisers. Smith & 
Thompson, Representatires. 


Chieago. Farm Loans and City Bonds. 
ing investment paper of the United States. 


Tonal 


Chieago, Inland Printer. Actual average cir- 
culation Jor 1905, 15.866 (@ ©). 


Ohicago. Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 
States, Circulation is never less than 90.000, 
The count made June. 1906, showed 89,764 paid 
subscribers. leachesfrom 70% t » 80% of the post- 
offices in Illinois. Michigan. Wisconsin. Iowa, 
Minnesota and Texas; over half the postoffices in 
Indiana, Kansas and Nebraska, and two thirds 
of those in the Dakotas. All aavertisements 
guaran 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
mee ‘oo the a Chicago newspaper receiv- 
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‘Chic jeage, Record-Herald, Areraye 194, datly 
145.761. Sunday 199. ery Average 1905, daily 
146.456, Sunday 204.55 
2" The absolute correctness of the latest 

circuiation rating accorded 

the Chicago Record-Heraid 

lat is guaranteed by the pub 

Te No lishers of Rowell’s American 

Newspaper Directory. who 

will pay one hundred dollars 

to the first person wno successfully con 
troverts its accuracy. 

Joliet, Herald evening and pe morning. 
Average jor year ending July 17, 196, 6.266. 


INDIANA. 
Indianapolis, Up-to-Date Farming. | 1905 av., 
156,250 semi-monthly; 7c. a line. Write us 
Notre Dume. ne Ave Maria, Catholic weekly. 
Actual net average Jor 195, 24.890 
Princeton, Clarion-News, daily yaa weekly. 
Daily average 1905, 1,447; weekly, 2,397. 


Richmond. The Evening Item, aaity. Sworn 
average ne i ray circulation for 1905, 4,074; six 
months ending June 30, 1906, 4.262; for July, 
1906, 4,525. Over 3,200 “out of 4800 ‘Richmond 
homes are regular subscribers to the Evening 
Item. 


IOWA. 


Davenport, Catholic Messenger, weekly. 
Actual average for 1905, 5,814. 








Davenport. Times. Daily aver. Aug., 12,041 
Circulation in City or total guaranteed greater 
taan uny other paper or no pay Sor space. 


Des Moines. Capital, daily. Lafayette Young, 
publisher. Actual average suld 1905, 39.17%. 
Present circuiation over 40.000. City and State 
circulation largest in Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor im 
365 issues. The rate jive cents a line. 


Des Moines, Register and Leader—daily and 
junday—carries more “Want” and local display 
advertising than of otner Des Moines or lowa 
paper. Averuge circulation for May, dy. 29,454. 


Dew Moines, The People’s Se tt Syer Monthly 
Actual average for 1905, 182,1 


Sioux City. Journal, daily. Average for 1905 
og n, ett 961. Average pr Jirst six months, 
906, 29,0 


Sioux Olty. Tribune. Evening. Net sworn 
daily, average 1905, 24.287 : July, 1906,27.177. 
The paper of largest paid circulation. Ninety 
r cent of Sioux City’s reading public revds 
he Tribune. Only Lowa paper that has the 
Guaranteed Star. 


KANSAS. 


Pittsburg, Headlight, dy. and wy. Actual 
average for 1905, duily 5,280, weekly 8.2738. 


KENTUCKY. 


Marion, Crittenden Record, weekly. a= 
average for year ending Octol October, 1905, 1, 


Owensboro. Daily Inquirer Inquirer. Larger circ. i 
any Owensboro dail ly. No charge unless true. 


Owensboro, Daily “Messenge r. Sworn ave.age 
circulation for 1905, 2.471; June, 1906,8.418. 


LOUISIANA. 


New Orleans. Item, official journai of the 
, iv. cir. Jan., 1906, 24.615: for Feb., 1906, 
25.419; for March, 1906. 26.069; for April, 1906, 
26.090. Ar. cir. Jan. 1 to June 30, 1906, 25,196. 


MAINE. 


Augustus. Comfort,mo. W. H. Gannett, pub. 
Actual average Jor 1905, 1,269,578. 


Augusta. Kennebec Journal, dy. and wy. 
yo daily, 1905. 6.986. weekly, 2.090. 


ngor. Commercial. Average Jor 1905, daily 
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Dover. age og Observer. 
average 195. 2.01 


Lewiston. —omet = Journal, daily. aver. for 
1905. 7.598 (© @). weekly 17.448 OO). 


Phillips, Maine Woods ana Woodsman,weekiy, 
- Brackett Co. Arerage for 1905, 8.077. 


Portland. Evening Expres Express, cong te et for 1905, 
daily 12.005. Sunday Telegram, 8,428. 


MARYLAND. 


Annapolis. U. 8. Naval Institute, Proceedings 
of;q.; ; copies printed av. ur end’g Sept. 195, 1.657, 


Actual weekly 


Baltimore. American, dy. Av. first 6 mo. (906, 
Sun., 85,142; d’y, 67.714, No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company 4rerage 1905, 60.6735. For 

August . 1906, 69.014, 
The absolute correctness of the 
ag sly latest circulation rating accorded 
G R NEWS is guaranteed by the 
publishers of Rowell’s American 
TEED Newspaper Directory. who will 
pay one hundred do jars to the 
Jirst person who successjully con- 

troverts its accuracy 


MASSACHUSETTS. 


Boston. Christian Endeavor World. A leading 
religious weekly. Actual average 1905, 99.491, 





Boston. Kvening Transcript (OO). Boston’s 
tea table paper. Largest amount of week aay adv. 


Boaton. Glove. Average 1905. darly, 192.584. 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper wn the United States. 
100.000 more circulation than any other Sunday 
paper in New Englund.” idvertisements go in 
morning and afternoon editions for one price. 
t#~ The absolute correctness of the latest 

circulation rating accorded 
the Boston Globe is guaran- 

(chelate teed by the publishers of 

Reda Rowell’s American News- 

[433 = paper Directory, who will 

pay one hundred dollars to 

the first person who successfully cone 
troverts its accuracy. 


Boston. Post. Average for July, 1906, Boston 
Daily Post. 248.704; Boston sunday Post, 
225.452. Daily gain over July, 1905, 6.570; 
Sunday gain over July, 1905, 38.292. Flat 
rates, r. 0. p.. daily, 20 cents; Sunday, 18 cents. 
Se Breakfast Table Paper of New Eng- 
and, 


Lynn, Evening News. Actual average for 1905, 
805. 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50.000, 


Springfield, Farmand Home. National Agri- 
cultural semi-monthiy. Total paid circulation, 
$96.482. Distributed at 58,226 postoffices, 
Eastern and Western editions. All advertise- 
ments guaranteed, 


Springfield. Good Housekeeping,mo. Aver- 
€ 195, 206.0838. No issue less than 200.000. 
All advertisements guaranteed. 


Springfield. New England Homestead. Onl 
important agricultural weekly in New Enaland. 
Paid circulation, 42,404. Reaches every post- 
office in a . R. 1. and Conn, ., and all in Ver- 
mont, w Hampshire and Maine, except a few in 
the woods. All advertisements guaranteed. 


Worcester. (£’Opinion + aeimaal daity(@ ©). 
Paid average for 1905, 4,25 


MICHIGAN. 


Adrian, Telegram Dy. av. last three months, 
1905,5.171. Payne & Youngs. Specials. 

Grand Rapids, Kvening Press dy. Average 
1905, 46.456. Covers Western Michigan. 


Jackson, Citizen Press. ~ Average six months 
ending June 30, 1906, 4.868 daily. Largest in its 
field. Investigation invited 


Jackson, Morning Patriot. Average June, 1906, 











9.4ce weekly 29,117. 


6,811; Sunday, 6,992; weekly (April), 2,818, 


a : 


ae 
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Saginaw. Courier-Herald, daily, Sunday. 
Average 1905.12,.894: August, 1906, 14,661. 





Saginaw. Evening News. daily. 
$905, 16,710; July, 1906, 20.712, 


MINNESOTA. 
Minneapoiis, tarmers’ ‘trivune. twice a-week. 
W.J. Murphy, pun. Aver. for 1905, 46.428. 


Average for 


Minneupoiis, Farm, Stock and Home, semi- 
monthly. Actual average 1905. 87,187; first 
six months 1906, 100,050. 

he absolute accuracy of Farm, 
oe & Home's circulation rating 
guaranteed by the American 


GUA Nawpaper Directory. Circulation is 
AN ically confine to the farmers 
TEED + Minnesota. t ikotas. Western 
Wisconsin and Northern Iowa. Use 

it to reach section must projitably. 
Minneapolls. Journal, Daily and Sunday. 


In 1905 average daily circulation 67.588. Daily 
average circulation for August, 1906, 78.7380. 
Aver, Sunday circulation, August, 1906,72.188. 

he absolute accuracy of the 
Journal's circulation ratings is 
guaranteed by the American News- 


(AU paper Directory. It reaches a 
AN greater number of the purchasing 
TEED classes and goes into more homes 


tha: any paper in its field. It 
brings results. 


Minneapolis, School Education, mo. Cir. 1905, 
9.550, Leading educational journal i inthe N.-W. 


Minneapolis, Svenska Amerikanska Posten. 
12. 


Swan J. Turnblad, pun. 1905,51.6 
Minneupolix Tribune. W. J. Magehe, pes - 
Est. i867, Oldest Minneapolis daily Sunda, 


Tribune average per_wssue Jor the month iy, 
August, 1906, was $0,500. The daily Tribune 
average ver aeene Sor the month of August, 1906, 
wus 104,759. 


©CIRCULAT’N § The Evening Tribune 1s guar- 
anteed to nave a larger circula- 
tion than any sther Minneap- 
olis newspaper’s evening edi- 


GUAR tion. The carrier-delivery of 
the daily Tribune in Mmneap- 
te No olisis many thousands greater 


t than that of any other news- 

piper. eity circulation 

by Am. Newsn- alone exceeds 43.000 daily. The 

paper Diree- Tribune ia the recognized 

tory. Want Ad paper of Minne. 
apolis. 


St. Paul. A, 0. U. W. Guide. 
circulation for 1905, 22.542. 

St. Paul. Dispatch. 2 svereme number sold for 
year 1905, 60,568 daily 

St. Paul, The Farmer, s..mo. Rate, 40c. per 


line, with discounts. Circulation for six months 
endiny December, 1905, 92.625. 





Average weekly 











St. Paul. Pioneer Press. Net average circula- 
tion Sor January—aily 35.802. Sunday $2.- 
z. 


The absolute accuracy of the 
Pioneer Presa circulatiwn state- 
ments is guaranteed by the Ameri- 


o UA rey can Newspaper Directory. mt 
AN per cent of the money due for 
TEED scriptions is collected showing that 


subscribers take the paper becaus: 
they wart it, All matters Hrstirag 
ing to circulation are open to inv estigation, 


Winona. The Winona Republican - Herald, 
oldest, largest and best newspaper in Minnesota 
outside the Twin Cities and Duluth. 


MISSOURI. 


Kanaas City, Western Monthly. Reaches prac- 
tically all mai -order and general advertisers. 


St. Joseph, News and Press. Circulation 
1906, 35.158. 


Smith & Thompson, Hast. Reps. 
St ite Courier of Medicine, monthly. 
Actual average for 1905, 9,925. 
St. Louis. Interstate Grocer has three times 


more circulation than three other Missouri gro- 
cery papers combined. Never less than 5.000. 





&t. Louis. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Average for 1905, 
8.041 (©@). astern office, 59 Maiden Lane. 
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St. Louisa, National Farmer and Stock Grower, 
monthly, Areraye for 1903.106.625: average for 
1904, 104.750; average for 1905, 105.541, 


MONTANA. 


Missoula, Missouiian, every morning. Aver- 
age six mouths ending June 30, 1906. daily 4,388, 
Sunday 6,40, 


NEBRASKA. 


Lineoin, Daily Star. evening 
and Sunday morning. Actual 


Leet daily average for 1904,15.239. 
rie For 1905, 16.409. Only Neb- 
EE raska paper that has the 


Guarantee Star. 


Lincoln. Deutsch-Amerikan’ Farmer. weekly. 
Average 1905, 147.032. 

Lineoin. Sy rd aa weekly. ictual average 
for 1905, 1S 


Lig ye Y in and News. Daily average 


1905, 27, 
Omaha, Farm Magazine, monthly. Arerage 
circulation year ending January, 1906, 40,714 
NEW HAMPSHIRE. 
Nashua, Telegraph. The only daily in city. 
Daily average year ending July, 1906, 4,858, 


NEW JERSEY. 


Elizabeth, Journal. Av. 1904. 5,5223 
6.515; /st 6 mos. 1906. 7.176; June, 7.372. 


Jersey City. Evening Journal. reraye sor 
1905, 22.546. First six months 1906, 23,085. 


1905, 


Newark. Evening News. Evening News Pub. 
Co. average for 1905. 60.102; Apr. 06. 68,782, 


Plainfield, Daily Press. Average 1905, 2.874. 
first? months, 1906,2,968. It’sthe leading paper. 


Trenton. Times. Arerage. 1904, 14.774; 1905 
16,455: April, 18,525. Only evening paper. 


NEW YORK. 


Albany. Evening Journal. Daily averaye for 
1905, 16.812. Jlt’sthe leading paper. 





Buffalo. Courier, morn, n, Av. 1905, Sunday 86,« 
374; daily 43.008; Enquirer, even.. 31.027. 


Buffalo. Brening | vowe- Daily average 1904, 
88.457: 1905 94.6 


Catakill, Recorder. 1905 average, 3.811; July, 


1906,.8.940, Best adv. mi medium in Hudson Valley 


, Corning. Leader, ev evening. 


6.2833 195 6.E95. ‘st. 6 mos. 1906, 


Aver “age. 19dh, 
6,435. 


Cortland, Democrat, Fridays. Est. 1840. Aver. 
1905, 2.126. Only Dem. paper tin county. 


Glens Falls. Times. Est. 1878. ~*~ er g paper. 
Average year ending March «1, 1906, 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s. 


Mount Vernon. Argus, evening. Actual fate 
average 4 year ending September /,4906, 8.692 


Newburgh. News. daily. Av. 1905, 5.160. 
3.000 more than all other Newb'gh papersco bined 


New York City. 

New York. American sgrieuibariat. Best 
farm and family agricultural weekly in Middle 
and Southern States. Circulates 100,000 cop- 
ies weekly, of which 95.165 are actual oe 
subscribers, as per count of June 1, 1906. 
extraordinary character and purchasing pweE 
of its readers is emphasized by the fact Lei 
AMERICAN AGRICULTURIST’S subscribers in New 
York include ever: dpe = 5 in the State. In 
New Jersey it goes to 87% of all the “pretest in 
Delaware 81%, in Pennsylvania 76%, in Ohio 754, 
and to 20% to 40% of tue postoffices in the Southern 
States. All advertisements guaranteed. 


American M ‘ine (Leslie’s Peni) 
sent average circulation, 256,108. Gua 
teed average, 250,000. Excess, 78,296. 





Pre- 
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Army & Navy Journal. Est. 1863. Actual weeiciy 
averuye Jor jirst 7 months. 1906.9.626 (OO). 


Automobile, weekly Average for year euding 
July 26, 1906, 14,615 (3), 


Raker’s Review monthly. W.k Gregory Co., 


publishers. Actual urerage Sor 1905, 5.008. 

Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. arerage for 1905,44.166, pres- 
eut circulation. 50.000. 


Chopper, weekly (Theatrical). Frank Queen, 
Puv, Co., Lita. Aver. for 195, 26.228 (OO). 


Jewish Morning Journal. Average for 1905, 
54.668. Only Jewish morning daily. 


Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 4.841. 


Printers’ Ink, a journal for eivertions=, neh 
lished every W ednesday. Established 1888. Ac- 
tual weekly average for 1903,11,001. Actual 
weekly average for 1904, 14.918. “Actual weekly 
averuge for 195, 15.090 copies. 





The People’s Home Journal. 544.541 monthly. 
Good Literature, 444.667 monthly, «rerage cir- 
culations for s#5s—all to paid-in-udvance sub- 
seribers. F. M. Lupton. pubiisher. 


The Tea and Coffee Trade Journal. Average 
errculution for year “Sage Auy., 1906, 6.240; 
August. 1906. issue. 6.989. 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1905, 58,088, 


The World. Actual arer. for 1905, Morn.. 305.+ 
490, Evening, 871.706. Sunday, 411. O74. 


Rochester, Case and Comment, mo., Law 
Av. for year 1905, 80.000, Guaranteed 26,000. 


Seneneetady, Gazette. daily. A. N. Liecty. 
Actusi average for 1904, 12.574; 1905, 15.088. 

Syracune. Evening Iteraid. daily. Herald (Co. 
pun. Aver, 195, daily 35.552, Sunday 40,098. 

Syracuse, Post-Standard. Duily circulation 


27.000 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers. 


Utiea. National Electrical Contractor, mo. 
Averuye for 195, 2.645. 


Utiea. Press. daily. re A. Meyer, publisher. 
Average for 195. 14.38 


NORTH CAROLINA. 


Coneord. Twice-a-Week Times. Actual aver- 
age for 1905, 2,262. 


Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 1904, 9.756. Av. for 1905. 10,206. 


Raleigh, Evening Times. Leads all afternoon 
papers in circulation between Richmond and 
Atlanta. & dispatches. Actual daily 
average 1905, 4. 251 

+o News and Observer, N. C.’s great 
est dail Sworn average 1905, 10.202, more 
than onble that of any other Raleigh daily, 40% 
greater than that of any other daily in the State. 


NORTH DAKOTA. 

Grand Forks. Herald. Circ’n ane. 1906, 

8.019. North Dakota’s By est Daily. laCoste 

& Maxwell, 140 Nassau 8t., N. Y. Representatives. 

Grand Forka, Ml no Av. yr. 705, 7,201. 

Aver. for Jan., Feb., Mar. and Apr,, 1906, 852 795. 
OHIO. 


Ashtabula. Amerikan Sanomat. 
Actual average Sor 1H 1905, 10.766. 

Cleveland, Plain n Dealer. Est. 1841. Actual 
daily average 1905, 77.899 (sk): Sunday, 74.960 
(3); August, 1906, "76.648 datly; Sun., $4,014, 


Coshocton, Age, Daily av. ist 6 mos. '06,8.101; 
an city 10.000- factory pay-rolis $150,000 monthly. 


Dayton. Religious Telescope, weekly. 20c. 


Finnish. 





agate line. Average circulation 1905, 20.096. 
Springfield, Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’l paper. Cir.415,000. 
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Springfleld. 
une, 1906, oi 
guarantee. 


Woman's Home Companion. 
lation, 565,000; 115.000 above 
Executive offices, N.Y: C City. 


Youngatown. Vindicator D'y ar. 05. 12.910; 
Sy. 10,178: LaCoste © Ma.cwell. N Y. & Chicago. 


Zaneaville. ‘Yimes-Recorder. Ar.’05, 10.564. 
ranteed. Leads all others combined by 50%. 


OREGON. 


Portland, Journal). Daily and Sunday. 
Actual averaye sor first six months of 
1906, 25,406. average for August, 
26,822. 


Portland. Pacific Northwest, mo. 1905 arerage 
18,588. Leadiny farm paper in Stute. 


Portland. Evenine Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 


PENNSYLVANIA. 


Erle. Times, daily. arer. for 1905, 15.248, 
August, 1906, 17.269. EH. Katz. Sp. Ag., N.Y. 

Marriaburg. Telegraph. Swornar., Aug.. 18.» 
698. Largest paid circulat’n in H’b g, vr no pay 


Philadeiphia. Confectioners’ Journal, 
Av. 1904, 3.004: 195, 5.470 (OO). 


Philadeiphia. Farm Journal, 
mootaly. Wilmer Atkinson Com- 
pany, publishers. Average for 
1905, 565.266. Printers’ Ink 
awarded the seventh Sugar Bowl 
to Farm Journal for the reason 
that*‘that paper. among ali those 
“publisned in the United States, 
“has oeen pronounced the one 
“that best serves its purpose as 
“an an 
“ror the agrwultural popuia- 
“tion, and as an effective and 
“economical medium Jor com- 
“municatng with them 
Papen ony tts vavertising coumns.” “Unlike any 
o 


Philadelphia. German Daily Gazette. 
circulation, 1905,daily 51.50%: Sunday 44.4 
sworn statement. Circulation dovks vpen. 


ee Mt i. ee nearly everybody reads THE 


The Philadelphia 
BULLETIN’S 
Circulation. 


mo. 








A aa, 


The following statement shows the actual cir- 
culation of THE 
month of August. 1 


ULLETIN for eacu day in the 


216, 44 








Total for 27 days, 5,646,161 copies. 
NET AVERAGE FOR AUGUST, 
209,117 copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitted. 
WItitiaM L. MCLEanN, Publisber. 
Philadelphia, September 5, 1906. 


Philadelphia. The Merchants’ Guide, ne 
lished weekly. “The paper that gets results. 























Philadelphia. The Press is 

Philadeiphia’s Great ome News- 

paper. Besides the Guarantee 

Star,it has the Gold Marks and is 

onthe Roll of Honor—the three 

most desirable distinctions for 

ped newspaper. Sworn dailv av- 

erage for first six months 1906, 

103,419; Sunday average, 148,949, 


Philadelphia, West Phila. Bulletin, weekly. 
Circulation 5.000. James L. Waldin, publisher. 


Pittsburg, The U: ~~ Presbyterian. Weekly 
eirculation 1905, 21.86 


Weat Chester. Local News, 
daily. W. H. Hodgson. Arerayefor 
1905, 15.29%. In its 34th year. 


Arar independent. Has Chester County 
AN and vicinity for tts field. Devoted 
aay to a news. henze 1s 2 home 


Chester County is second 
in the ‘State m agricultural wealth. 


Williamaport. Grit. America’ - Greatest 
Weecly. Average 1905, 226.7135. Smith & Thomp- 
son. keps., New Yorie and Chicago. 


Verk. Dispatch and Daily. 
months ending April, 1906, 16.2 


RHODE ISLAND. 


Pawtueket. Evening Times. Aver. circulation 
Sour months endiny April 30, ’v6, 17.502 sworn). 


parenave Sor 6 


e. Daily Journal. 17.623 (@0), 
U, 20.883 (OO). Evening Bulletin&’?. 738 
aweraye 195. Providence Journai Co.. pubs. 





Providence, Real Estate Register; finance, 
v’ld'g, etc.; 2,528; sub's pay 24147 of total city tax. 


Weaterly. Sun. Geo. H. Utter, pub. Aver. 1905, 
4.467. Largest circulation in Southern R. 1, 
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SOUTH CAROLINA. 


Ohurieaton. Evening Post. wwe Lo aver- 
age for 1905, 4.805. _ August, 1906, 4 
Coiumbia, State, Actual aver- 
age for 1905, daily 9.587 copies; 
semi-weekly, 2,625; Sunday, 1905, 
11.072, actual average first eight 
months 1906, daily 11,005 (OO); 
Sunday 11.978 (OO). 


TENNESSEE. 
Knoxville Journai and Trib- 


une. Daily average year ending 
December 31, 1906.13.018. Weekly 


GUAR areruge 1904, 14,413. 
AN One of only three papers rs 
TEED the South, and only paper 


Tennessee awa the Guaran tee 
The leader in news, circula- 


Star. 
tion, influence and advertising patronage. 


Knoxville. Sentinel. Av. /st 6mos.’06.11,108. 
Carries more advertising in six days than aovs 
ecntemporary in seven. Write for information. 


Memphis. Commercial Appeal. daily, Sunday, 
weekly. Average 195, daily 38 a Sunday 
55. 887. weerly, 80.585. Smith & Romaecne 
Representatives N. Y. & Chicago. 





Memphia, Times, Sunday Circulation year 
enuawy February, 1906, 2.110. 

Nashville, Banner, daily. Aver. for year 1903, 
S.772; for 1904, 20.7083 for 1905, 80,227, 


TEXAS. 


Beaumont, Texas, Enterprise. Arerage 1905, 
5,487; present output over 1 over 10,000 guaranteed. 


E! Pano. Herald. AV.05, 5,0 5,011; June,’06. 6. ef 
Merchants’ canvass showed HERALD in 8 80¢ of El 
Paso homes, Only El Paso paper eligible to Roll 
of Honor. J.P. Smart, 150 Nassau 8t., N. Y. 








August, 1905 . . 


August, 1905 . . 
August, 1906. . . 


How the Foreign Advertiser and Gen- 
eral Agent Regards Memphis. 


COMMERCIAL APPEAL: 


(Daily and Sunday) 





August, 1906. . . 
Gain 


NEWS-SCIMITAR: 


(Daily and Sunday) 


+ 4,637 inches 
- 5,137 inches 


520 inches Gain 


+ 2,018 inches 
« 1,548 inches 


LOSS 470 inches LOSS 


Excess of Commerctat Apprat over Vews-Scimitar in Foreign advertising last month 
3,859 inches or over two and a quartcr (24) times as much! 


FIGURES Tell the TRUE Story! 


e 
SMITH & THOMPSON, 
Foreign Advertising Representatives “The Commercial Appeal,” 
Potter Building, NEW YORK. Tribune Building, CHICAGO. 
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San Angelo, Standard, weekly. Average for 
year ending May s, 196,8,013 (sf). 


VERMONT. 
Barre. Times. daily. F. E. ye Gres, 
8.527, Sor last six mouths, 1 196, 4.0 


Burlington. Free Press. Press. Daily av. 05, 6.558; 
Sor June,7.674. Largest city and State circuli- 
tion. Examined by Association of American 
Advertisers, 


Burlington, News, daily, evening. Actual 
daily average 1904, 6.018 ; 1905, 6.886; December, 
1905, 7.491. 


eatgetter, Argus. Actual daily average 
1905, 3.242. 


Rutland. a Average 1904, 3,527. <Av- 
erage 1905. 4.286 


Albana,. Messenger, daily. Actual average 
Pig 1905, 3,051. 


VIRGINIA. 


nae The Bee. Ar. 1905. 2.846, April, 
, 2,865. Largest cir’n. Only eve’g paper. 


Richmond. News Leader. Sworn dy. av. 15, 
29.54%. Largest in Virginias and Carolinas. 


WASHINGTON. 


Seattle, Post-Intelligencer (OO). 
Average for July, 1906-—Week-day. 
25.809; Sunday, 56.840. only 
Aalw m’n's paper in Seattie; only gold 
AN marked and guaranteed circula- 
TEED tion in Washington. A FULL PAID 
circulation of exceptional merit 
and superior value. 


Tacoma. Ledger. Average first six months 
1906, daily, 15,878; Sunday.21,111; wy. 9.642. 





Tacoma. News. 

1906, 16,212; Saturday, 17.687. 
WEST VIRGINIA. 

Parkersburg. Sentinel. all R. E. Hornor, 
pub. Average Jor 195, 2.442. 

Ronceverte. W. Va. News, wy. Wm. B. Blake 
& Son, pubs, Average first 7 months 1906, 2,132. 

WISCONSIN. 


Janeaville. Gazette. d’ly and s.-w’y. Cire'n— 
average 1905, daily 8,149: semi-weekly 8,059, 


Madison. State Journal, dy. Circulation aver- 
age 1905,3,482. Onlyasternoon paper. 

Milwaukee. Evening Wisconsin, d’y. Av. 1905, 
26.648; August, 1906, 28.158 (OO). 


Oshkosh, Northwestern. dally. Average for 
1905, 7.658. One year to Aug. 17,1906, 27.904 





Sheboygan, Daily Journal. Arerage 1905, 
1,610. Only paper with telegraphic service. 


Average jirst four months | gj 





Milwaukee. The Journal. ev'g. 
— a pub pee 196 
4.166 ne par vily mom. 
Aaa lution of The Milwaukee Journal 
18s double that of uny other even- 
TEED ing and more than is the paid 
circulation of any Milwaukee 
Sunday y newspaper. 


T*" WISCONSIN 
2! Agricorrorist. 


Racine. Wis... Eat. i877. wy. 
Actual aver. for 1905, 41,748; 
First five months, 1996.47.272. 
Has a larger circulation in Wis- 
cousin than any ee! aper. Adr, 
$2.30 an inch. N. Y. ice. Temple 
Court. W. C. eke. Mor. 


WYOMING. 


Cheyenne, Tribune Actual dailu averave net 
Sor 1905, 4.511; first six months, 1906, 5,079. 


BRITISH COLUMBIA. 


Vancouver. Province. daily, Arerage for 
1905.%,687: Aug. 1956, 10.365. H. DeClerque, 
U.S. Repr., Chicago and New York. 


Victoria, Colonist, daily. Colonist P. & P. 
Has Aver. for 1904. 4.356 (36; Tor 15, 4.508, 
U.S, Rep., H. C. Fisher, New York. 


MANITOBA CAN. 
Winnipeg. Free Press, daily and weekly. <Av- 
erage for 1:95. datiy, 80.048: daly. 4suq. 1906, 
35.088; wy. av. for mo. of July, 20.800. 
Winnipeg. Telegram. Daily aver-ge July, 
21,249. Fiat rate, 42c. inch daily or weekly. 


Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Peaches 
} the German-speaking population of 200.000— 
its exclusive field. Aver. for the year end. June, 
1906, 15,8173 aver. last sic months, 15.898. 


NOVA SCOTIA, CAN. 


Walifax, Herald (© ©) and ae Mail. 
Circulation, 1905,15,558. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Impiement and Vebicle 
Trade, monthly. Average for 1905, 6.083. 

Toronto, The News. Sworn arerage daily 
circulation for six months ending Jue 36. 1906, 
38.403. Advertising rate é6c. per inch. Flat. 


QUEBEC, CAN. 


Montreai. La Presse. La Presse Pub. Co. 
Lta. 3 publishers. Actual arerage 1904, daziy. 
80,259 ; 1905, 96,771; weekly, 48,207. 


Montreal. Star. dy. &wy. Graham &Co. Ar. 
for 1904, Au. 56.795. wy. 125,240, Av. for 1905, 
dy. 58.125; wy. 126,807, 











The Roll of Honor is considered by those publishers 
who make regular use of it the most effective, cheapest 
and quickest means of setting circulation figures /¢o 
date before the American advertisers. 
Honor is a newspaper directory to date; it chronicles 
the facts of last month, last week—of yesterday. 

There is no service like it to be had anywhere—based 
upon and backed by the rules and requirements of 
Rowell’s American Newspaper Directory, its value to 
publisher and advertiser becomesof unusual importance. 


The Roll of 
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(e ©) GOLD MARK PAPERS@@) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (@ ©). 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (@O). 
Reaches 90% of the Washington homes. 
GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Daily 
88,590 (OO). Sunday 4%,731. Wy,'04,107,. 925 


AUGUSTA cnnones (©©). Only morning 
paper; 1905 average 6. 


ILLINOIS. 
GRAIN DEALERS’ JOURNAL (O©), Chicago, 
prints more cias’fi'd ade than all others inits line. 


THE INLAND PRINTER, ge (OO). Act- 
ual average circulation for I 1905, 15,866. 


BAKERS’ HEL PERO O 0} ©.¢ hicago, only ‘Gold 
Mark” baking journal Oldest, largest. best 
known. Subscribers in every State and Territory, 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
Satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (© ©). 

Best paper in city ; read by best people. 


MASSACHUSETTS. 
Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the * ues and woolen indus- 
tries of America (© 


BOSTON EVENING TRANSCRIPT (@O), estab- 
lished 1830. The only gold mark dai.y in Boston. 
TEXTILE WORLD RECORD (@©0), Boston, is 
uoted, at home and abroad as tre stanoard 
erican textile journal. 


WORCESTER L’OPINION PUBLIQUK: (OO) is 
the leading French daily of New Engiand. 


MINNESOTA, 


NORTHWESTERN MILLER 


(@©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour Katia, vail over the world. The 
only “Gold Mark” milling journa: (©). 











NEW YORK. 
NEW YORK TIMES (©©). Largest high-class 
circulation. 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertising medium in this section. 

ENGINEERING NEWS ( ).—A technical jour 
nal of character and st stanc ding.—Times, N. Y. 


ARMY AND NAVY Y JOURNAL (OO). First in 
its class in circulation, infiuence and prestige. 

THE CHURCHMAN (©©)._ Fst. 1844; Satur- 
days; Protestant- tpiscopal 47 Lafayette Place. 


VOGUE (@@) holds Ai frst “place in feminine in 
terestand leading place in the advertising fieid 


ELECTRICAT. Ri:VIEW (© ©) covers the field 
Read and studied by thourands. Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
In 1905, average issue, 19,0: 
D. T. MALLETT, Pub., 253 roadway, N.Y. 


STREET RAILWAY JOURNAL (@@). The 
standard authority the world over on street and 
interurban railroad at Average weekly circu- 
lation during 1905 was 8,160 copies. 





NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
eg In every community who know more 
han all the others. * Taese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing powertoa high- 
grade advertiser. 


FOREST AND STREAM (ce) 


Largest circulation of any sportsman’s paper, 
Goes weekly to wealthy recreationists. Write. 


OnLO. 

CINCINNATI a (O®. Great--influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates ana 
information supplied »v Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technica 
journai;40 years; leading vehicle magazine, 


THE PITTSBURG 
® DISPATCH o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fieid. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers wargest home 
delivered circwation in Greater Pittsburg. 

















THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. it 1s on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper Sworn daily average first six months 
1906, 103,419; Sunday average 1906, 148,949, 


RIIODE ISLAND. 


PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA, 
THE STATE (QO), Columbia, 8. C. Highest 
quality, largest circulation in south Carolina, 
TENNESSEE. 

THE TRADESMAN (©©) Chattanooga, Tennes- 
see semi-monthly. ‘Lhe South’s authoritative 
industrial trade journs nal. 

VIRGINIA. 

THE NORFOLK I. Ae DERE (© ©) is the 
home paper of Norfolk, Va. That speaks volumes, 
WASHINGTON. 

THE POST INTELLIGENCER @©©). nw 4 
morning paper in Seattle. Oldest in State. 

paper read and respected by ali - kl 








WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin, 
Leas than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 





CANADA, 
THE HALIFAX HERALD (© ©) and the EVEN- 
ING MalL. Circulation 15,558, flat rate. 
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THE WANT-AD MEDIUMS 


A Large Volume ot Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





CALIFORNIA. 
‘HE Bakersfield MORNING EcHO prints more 
wants ads than any other fener n the upper 
San Joaquin valley. Five lines, three days, 
twenty-five cents; week, fifty ceuts. 
COLOK DO, 

Ts Denver Post, Sunday edition. April 15 
1906, contained 5,036 different classified ads 
a total of 112 910 columns. The POST is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is 5c. 

per line eacb insertion. seven words tothe line. 


CONNECTICCT. 
ERIDEN, Conn.. MORNING RECORD; old es- 
tablished tamily newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word; 7 times,5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA, 
mae EVENING and SunpDAyY STAR. Washington, 
D. ©. (© ©). carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 


GEORGIA, 
LASSIFIED advertisements in the PREss, of 
Savannah, Ga., cost one cent a word—three 
insertions for price of two—six insertions for 
price of three. 


ILLINOIS, 


HE Champaign News is the leading Want ad 
medium of Central Eastern Lilinois. 


‘YH TRIBUNE publishes more classified ad- 
vertising than auy other Chicago newspaper. 


6®\7TEARLY everybody who reads the Eng- 

JN lish language in: around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DaILy News is Chi- 
cago s “want-ad” directory. 


INDIANA. 
a Indianapolis News during the year 1905 
printed 96.982 more classified advertise- 
ments tnan al! other dailies ot Indianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time 





IOWA. 
HE Des Moines REGISTER AND LEADER; only 
morning paper; carries more ‘“‘want’’ ad- 
vertising than any other :owa newspaper. One 
cent a word, 


{ (id= Des Moines CaPiTaL guarantees the lar- 

gest city and the largest total circulation 
in lowa, The Want columns give splendid re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 





KANSAS. 


PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 





MAINE. 
‘HE EvENING EXPRESS carries more Want ads 
than all other Portiand dailies comoined. 


MARYLAND. 

é led Baltimore News carries more Want Ads 
than any other Baitimore daily. It is the 

recognized Want Ad medium of Baltimore. 

MASSACHUSETTS, 

HE Boston EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 





7 BOSTON GLOBE, daily and Sunday, for 

the tirst six months of 1906, printed a total 
of 224.269 classified ads, There were no trades, 
deals or discounts. There was a gain of 6,804 
over the first six months of 1905, and was 96.385 
more than any other Boston paper carriea for 
first six months of 1906 


25 CENTS for 30 words, 5 days. 

DatLy ENTERPRISE, Brock- 

heel ton. Mass., carries solid page 

% No Want ads. Circulation exceeds 
10,000. 


MICHIGAN, 
SAGINAW CouRIER-HERALD (daily), only Sun- 
day per; leading medium; circulation in 
excess of 14,000; one cent a word. 
MINNESOTA, 
T HE MINNEAPOLIS TRIBUNK 1s the recognized 
Want ad li ot Mi l 





pares Minneapolis Daily and Sunday JOURNAL 

carries more classified advertising than any 
other Minneapolis xr = No Wants 
and no Clairvoyant nor objectionable medical 
advert printed. Classified Wants printed 
in August. 146,566 lines. Individual advertise- 
mente, 22,927. 


‘{\HE MINNEAPOLIS TRIBUNE is the oldest Minne- 

apolis daily and has over 100,000 sub-cribers, 
which is 30,000 oda each day over and above any 
other Minneapolis eos B Its evening edition 
alone has a larger circulation in Minneapolis, by 
many thousands, than any other evening paper. 
It publishes over 80 col : of Want advertise- 
ments every week at full price (average of two 
pages a day); no free ads; price covers both 
morniug and evening issues. Rate, 10 cents per 
line, Daily or Sunzay. 








MISSOURIL, 
big Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Minimum, lic. 


MONTANA. 


7s K Anaconda STANDARD is Montana’s great 
** Want-Ad ’ medium; ic.a word. Average 
circulation (1905), 11,144 ; Sundays, 13,888 


NEBRASKA. 
INCOLN JOURNAL AND NEWS. Daily aver- 
age 1905, 27,092, guaranteed. Cent a word. 
NEW JERSEY. 
J EWARK. N. J, FRrIe ZEITUNG (Daily and 
£ Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per moath, 


NEW YORK. 
'V\HE Post-ExPREss is the best afternoon Want 
ad-meuium in Kochester. 


LL Northern New York reads the want ads 
in the WATERTOWN DaILy TIMES. 


LBANY EvvNING JOURNAL. Kastern N. Y.’s 
best paper tor Wants ana classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad med in W b County. 





N Ewsurca DAILY NEWS. recognized leader 
I in prosperous Hudson Valley. Circulation, 
6,000. 
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UFFALO NEWS with over 95,00" circulation, 

isthe only Want Medium in uBifalo and the 

strongest Want Medium in the State, outside of 
New York City. 


T= TIMES-UNION, of Albany, New York. Bet- 
ter medium for wants and other classitied 

matter than any other puper in Alpany, and 

pe geen a@ circulation greater than all other 
ily papers in that cicy. 


RINTERS’ INK, published weekly, The rec- 
ognized aud Jeaaing “antag medium for 
Want ad mediums. mail order arucles, aavertis- 
ing noveities, printing. typewritten citcwars, 
rubber stamps, Gftice devices. adwriting, half: 
tone making, and practivaliy anything whicn 
interests and appeais to advertisers and ousi- 
ness men. Classified advertisements. 20 vents 
a line per tssue flat : six words toa line, Sample 
copies. ten cents. 


OnLo,. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium, le. per wora. Largest circulation. 


OKLAHOMA. 
TT? OKLAHOMAN, Okla. City, 13.582. Publishes 
more Wants tkan any four vkla.competitors, 





OREGON. 
Bee ees Daily and Sun- 
day. leads in ‘Want ads.”’ as well asin 
circilation, in Portland and in Oregon. 
One cent «a wo Proven circulation 
August, 1906, 2,352. 


PENNSYLVANIA, 
fPHE Chester, Pa.. LIMES carries from two to 
five times more classified ads than any 
otherpaper. Greatest circulation. 


WHY DON’T YOU PUT IT IN 
TAK PHILADELPHIA BULLETIN! 
Want Ads. in THE BULLETIN bring 
prompt returns, because ‘in Pbila- 
delphia near! every body reads 


pit ° 
Net paid ——- circulation for 


ugust, 1906: 
209,117 copies per day. 
(See Roll of Honor column.) 





RHODE ISLAND. 


(ie EVENING BULLETIN—By far the largest cir 
culation and the best Want medium in R. I. 


SOUTH CAROLINA. 
sie NEWS AND COURIER ( ), Charleston, 
8.C. Great Southern Want ad medium; Ic. 
a word; minimum rate, 26c, 
fI.HE Columbia STaTE (O©) carries 
more Want ads than any other 


South Carolina newspaper. 





CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Cansaa witnout exception. (Daily 
95,825. Saturdays 113,892—sworn to.) Carries more 
wantads than any French newspaper in the world 


'N)HE DaiLy SELKGRAPH, St. John, N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastea Canada. Want ads one cent a word. 
Minimum caarge 25 cents. 


( lists Montreal DaILy STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 





HE ware Free PRESS carries more 

“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal] the other 
daily papers published in Western Canada 
combined. Moreover, the FRE PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


ADVERTISING MUSN’T PAY TOO 
WELL. 


When a corporat.on produces more 
than fifty per cent of any product, its 
advertising is refused by Bryan's Com- 
moner. Here is the long-desired sign- 
post, by regarding which a corporation 
manager, though a fool, may not stray 
from the narrow path. Let him adver- 
tise in the Commoner, whose publisher 
will inform him the moment the fifty 
per cent deadline is passed. Or, if he 
sees his business running into the 
“roaring forties,” let him look well to 
it; reduce his agencies, stave off con- 
tracts, devote surplus profits to charity, 
and send his raw material to the dumps, 
—New York Evening Post. 


ae eee ee 
GIVING THE PLACE TONE. 


On Second Avenue is a rather small 
grocery kept by a German and his wife, 
Over the door is their name in very 
bright gilt letters and on the w.ndow, 
in equally glittering letters, the world 
is informed that at this small shop 
“Yacht Supplies’ are ‘‘a Specialty.” 
It gives quite an air to the place. 

The woman said, “The feller what 
put the sign over the door, he also 
put the sign on the window. He say, 
‘Dat bring business,’ but it is no one 
what has asked for the yacht supply, 
so we never git ’em. Personally, our- 
selves, we ain’t got no idea of what 
it is they is.’—New York Sun. 


—s- 


I say deliberately that the newspaper 
with all its faults is one of the bul- 
warks of sanity at the present epoch. 
It is the antidote to corroding egotism 
and gives a world wide horizon to the 
purblind and short sighted. It is real 
and earnest in its tragedy and comedy, 
while a novel is only a make believe. 
It supplies snacks of biography in the 
form of gossip. It manufactures heroes 
by the dozen and it furnishes an easily 
digestible intellectual pabulum. Many 
a man has been saved from melancholy 
and fatuity by his daily paper. Sup- 
press your newspapers and you_ will 
have to enlarge your lunatic asylums. 
—Sir James Chrichton-Browne, English 
Alienist. 











ae 


From Australia comes another sugges- 
tion that may well be adopted as a sub- 
stitute for the innumerable variety of 
“sales” in the United States. Tread- 
way’s, a department store at Melbourne, 
call their sales “Fairs,” A copy of the 
Melbourne Herald of July 6 contains 
a large advertisement of ‘‘Treadway’s 
Annual Winter Fair.” —Advertising 
World. 

— 


Looxine from the Sixth avenue ele- 
vated to a window many stories high- 
er up one may see a hand-made sign, 
reading “Boy Wanted.” Now, as posi- 
tion-seeking boys are wandering on the 
pavements and not in the air, that sign 
is just possibly intended not for them, 
but for the stork.—Sun, 
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t@ Issued every Wednesday. Subscription 
price, two doliars a year, one dollar for six 
months, in advance. On receipt of tive dollars 
four paid subscriptions, sent in at one time, will 
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be discontinued at the pleasure of the advertiser, 
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Every ai appearing as reading matter is in- 
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All advertiseme nts must be handed in one 
Week in advance. 

OFFICE: NO. 10 . SPRUCE ST. 
Teiephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 
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Boston has opened its munici- 
pal publicity bureau. It is in 
charge of Thomas F. Anderson, 
a well-known newspaper man. 





On one of the cases in the 
Museum of Natural History, 
New York, appears a card read- 
ing, “Hind leg of a modern 
ostrich.” A correspondent of the 
Sun asks what the foreleg of an 
ostrich looks like. 








BENJAMIN FRANKLIN’S prospec- 
tive mother-in-law objected to 
him because he had engaged in a 
business already overdone. He 
had started to publish a newspaper 
when there were already three 
existing in the country. 





Joun MANNING, a veteran ad- 
vertisement writer, died at 
Marion, Indiana, on September 
2oth, aged 84 years. A long time 
ago Mr. Manning was a New 
York advertising agent, controll- 
ing the Tiffany advertising, and 
of recent years he has written 
many advertisements satisfactor- 
ily for Marion merchants. 


A HANDSOME booklet .of infor- 
mation about St. Joseph, Mo., 
containing statistics of manufac- 
tures, jobbing and _ wholesale 
trades, supplies of raw materials, 
opportunities offered for new lines, 
etc., has been published by the 
Business Men’s League of that 
city. The St. Joseph News- 
Press mails copies to advertisers 
with a leaflet of information about 
itself tipped in, 





Success announces the forma- 
tion of a “People’s lobby” which 
will maintain offices at Washington 
to keep track of all legislation and 
committee work. Reports of im- 
portant measures will be sent out 
to newspapers. The work is to 
be supported by dollar subscrip- 
tions. <A governing committee 
composed of prominent magazine 
writers, editors, labor men, etc., is 
being formed. 


Space for the parking of five 
hundred motor cars was leased by 
the Maxwell-Briscoe Motor Co. 
on the Vanderbilt Cup course, 
Long Island, and invitations to all 
owners of Maxwell automobiles 
to use this park free were printed 
in New York dailies before the 
elimination races. There are 800 
Maxwell cars in the metropolis, 
and the company announced that 
all cars of its make that came 
would be accommodated. The 
Maxwell- Briscoe motor is made 
in Tarrytown, N. Y. 





PerHaps the only woman in this 
country who is advertising mana- 
ger for a real estate firm is Miss 
Cora Lee Snyder, of Harrisburg, 
Pa. Miss Snyder handles the 
publicity of Miller Bros. & Baker, 
a well-known realty firm of that 
city. To celebrate their third an- 
niversary recently a booklet de- 
scriptive of Harrisburg was sent 
out, with talks on the firm’s vari- 
ous departments of business and 
extensive descriptions of city, 
farm, suburban, business and resi- 
dence property carried on the 
books. 


== 








_——— 
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A NATIONAL Roman Catholic 
weekly called the Universe is to 
be issued by the Catholic Uni- 
verse Publishing Company of 
Cleveland. 





Tue Omaha Daily News will 
erect a new building of its own. 
Three times in six years the 
News has been obliged to move 
into larger quarters. 

JosEPpH BRANDENBURG, head of 
the forwarding department of the 
Hampton Advertising Company, 
will, on October Ist, resign his 
position in order to practice law. 


. 


“Tr you should ask any intelli- 
gent Philadelphian how to make 
your advertising appropriation do 
you the most good in Philadelphia 
the reply undoubtedly would be 
‘place it in the Bulletin, because, 
‘in Philadelphia nearly everybody 
reads the Bulletin.’ ” 








Tue first lecture in the course 
of lectures on “The Theory and 
Practice of Advertising,” at the 
23d st. Y. M. C. A., will be de- 
livered this evening by Frank L. 
Blanchard. His subject will be 
“The Possibilities of the Adver- 
tising Business as a Career for 
Young Men.” 








To MARK the enactment of the 
national law requiring — sterling 
stamps on articles of gold and 
silver, a dinner was_ recently 
given in New York by Vincent 
S. Mulford, publisher of the 
Jewelers’ Circular Weekly. Mem- 
bers of the staff and prominent 
jewelry manufacturers were 
present. 





As a feature for New York 
theater programmes a novel is to 
be published in their pages from 
week to week. Authors are asked 
to submit stories for considera- 
tion, and the programme publish- 
ers agree that the novel selected 
and published will subsequently 
be dramatized and played in a 
New York theater for one week 
at their expense. 


RINALDO HALL, whose work in 
advertising the tourist advantages 
of Oregon is well known, has re- 
signed to devote himself to maga- 
zine work, 





A HUNDRED and ten columns of 
advertising is the limit the New 
York World has set for its week- 
day issue, and when this dead line 
is passed no more business will be 
accepted unless it is understood 
that the advertising may be held 
over till next day if necessary. 


LEWIS PUBLISHING COM- 
PANY IN CHICAGO. 


John D. Ross, whose _photo- 
graph appears below, has been 
appointed western representative 
of the Lewis Publishing Com- 
pany, with headquarters in the 
First National Bank Building, 
Chicago. For eight years Mr. 
Ross was connected with the ad- 








vertising department of the Chi- 
cago Journal, and was the first 
western representative of the De- 
lineator. For the past six years 
he has been western manager of 
the International News Company, 
publishers of the Strand and Wide 
World, 








A Goss perfecting press has 
been installed by Up-to-Vate 
Farming, of Indianapclis. 





Otis H. KEAN, 140 Nassau 
street, New York, has opened a 
branch of his advertising agency 
in Rochester. H. G. Dumont will 
be in charge of the new branch. 





Wit1aM C. Hope has been ap- 
pointed general passenger agent of 
the Central Railroad of New Jer- 
sey, succeeding Charles M. Burt, 
who lately resigned. Mr. Hope 
was until lately assistant general 
passenger agent. 








W. J. JouNston, publisher of 
the American Exporter, New 
York, who accompanied Secretary 
Root on his South American tour, 
has returned to New York. He 
reports that American goods are 
much in demand there, and are 
preferred to British or German 
goods, though more costly. 


Dress is the name of a new 
monthly devoted to fashions that 
has appeared in New York City, 
published by the McCready-Beals 
Company, 24 East 21st street. By 
an arrangement with Les Modes, 
of Paris, it publishes matter com- 
piled for that‘ journal, including 
fine illustrations printed in Paris 
and imported. 





A NUMBER Of New York City 
agencies are figuring on a $100,- 
000 appropriation for advertising 
that will be placed through Max 
Imsen, political manager of the 
Hon. William Randolph Hearst, 
says the Commercial Union. The 
Independence League will use the 
columns of both Democratic and 
Republican papers, and New York 
State publishers see visions of 
juicy contragts, not alone from 
this source, but also from the 
State comrhittee of both the 
Democratic :ind Republican par- 
ties. One and two pages will be 
used at one clip. 
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Dr. Epwarp Everett HALE, at 
the age of 84, is now conducting 
an editorial page in the W’oman’s 
Home Companion, 








CHARLES W. CorseETT, Jr., has 
joined the advertising forces of 
the Hearthstone and the House- 
wife and will represent the home 
office in the East. 





Wiuiam =H. Campane, for 
three years advertising manager 
of the Adams Dry Goods Com- 
pany, has assumed control of the 
same department with Simpson- 
Crawford Company, which posi- 
tion he held previous to going 
with the Adams store. 





“LA PRESSE. Z 


La Presse, of Montreal, every 
year demands a larger share of 
the advertiser’s attention. It is 
the first Canadian daily to reach 
the 100,000 circulation mark. In 
Canada alone the uirculation is 
approximately 75,000, and _ the 
balance is distributed among the 
French-Canadians located in the 
United States. The printing plant 
of the paper is the most complete 
in Canada and is stated to be 
equal to any newspaper plant in 
the United States. ‘The recent ap- 
pointment of W. J. Morton as 
representative for this country 
will give La Presse the first for- 
eign representative it has had in 
a number of years. 





FIRST PRINTING PRESS. 

The first printing press in the eastern 
settlements of America was set up in 
1638, according to Robert F. Roden, 
who had written a book about it, ‘The 
Cambridge Press.’”’ In the summer of 
that year a ship bearing a printing 
press, a printer, and three pressmen 
arrived on the shores of New England; 
the printer being Stephen Daye. In 
the same year the press was set up at 
Cambridge. One of the earliest and 
perhaps the most celebrated of the is- 
sues was “The Bay Psalm Book.” It 
is interesting to know that the actual 
press is still preserved. After various 
wanderings in Boston, Connecticut, 
New Hampshire, and Vermont, it was 
found in Windsor County, and pre- 
sented to the Vermont Historical 
Society. 
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Tue Jeffersonian is to be the 
name of a new weekly that will 
be established by Tom Watson, 
publisher of Watson's Magazine. 
It will appear early in October, 
and be issued from Augusta, Ga. 
Its policy will be political, 





Modern Priscilla of Boston has 
inaugurated a new feature to call 
the attention of its readers to its 
advertising pages. A _ reproduc- 
tion is made of a pillow-top, made 
up of sections of twenty-two of 
the advertisements appearing in 
Modern Priscilla. Prizes are of- 
fered those who are most success- 
ful in making a list of the twenty- 
two advertisers. Mr. Crockett, 
the manager of the advertising 
department, states that the contest 
is arousing much enthusiasm, and 
that similar puzzles will appear 
monthly, 





TRADE PRESS ASSOCIA- 
TION. 


The Trade Press Association of 
the United States was formed at 
Niagara Falls, September 18th, by 
the adoption of Constitution and 
By-Laws and the election of the 
following officers: John A. Hill, 
of New York, president; J. New- 
ton ‘Nind, of Chicago, vice-presi- 
dent; Henry G. Lord, of Boston, 
secretary and treasurer. There 
were present delegates from the 
Trade Press Associations of New 
York, Boston, Buffalo, Chicago, 
Atlanta, Wisconsin, Minnesota 
and St. Louis. 





ADVERTISING is to cure the town 
drunkards of Fond du _ Lac, Wis. 
Photos of habitual inebriates are to be 
posted in the saloons by order of the 
common council. It has heretofore 
been the custom to post simply names, 
but illustrated advertising will work 
better, it is hoped. Bartenders are 
supposed to refuse drink to those in the 
inebriates’ gallery. 





Pror. Watter Ditt Scott, he of 
the psychological stunt, has discovered 
that only 6.5 per cent of the people 
who buy magazines read the advertise- 
ments. What a great thing it will be 
for advertisers when the other 93.5 per 
cent gets to reading them!—Advertising 
World, 


WHILE hunting recently near 
Spirit Lake, South Dakota, acci- 
dental discharge of a gun caused 
the loss of the index finger of his 
left hand to John C. Eastman, 
publisher of the Chicago Evening 
Journal, 





THE SOUTH IS PROS- 
PEROUS. 


The increasing importance of 
the South as a field for adver- 
tisers’ operations is clearly shown 
in some figures published by the 
Business Magazine, Knoxville, 
Tenn. The South now has $767,- 
000,000 in its banks and trust com- 
panies, and has gained an average 
of over $60,000,000 annually for 
nine years: 


The capital invested in manufactur- 
ing in seven Southern States—Alabama, 
Arkansas, Georgia, Louisiana, Ken- 
tucky, Tennessee and Texas—was $117,- 
000,000 twenty years ago; now, accord- 
ing to the census of manufacturers, 
1905, it is $803,000,000, an increase ot 
$686,000,000. The yearly manufactur- 
ing product of these seven States in 
1880 was $221,000,000; in 1905 it was 
$948,000,000, an increase of $727,- 
000,000. 

In the same seven States the increase 
in value of farm property between 1880 
and 1900 was $2,053,000,000, or more 
than $100,000,000 a year. For poultry 
and eggs alone those farms get $45,- 
000,000 a year. Their animal products 
bring $250,000,000, and the total prod- 
uct, $900,000,000 a year, exceeds that 
of any other section of the United 
States except the north central division, 
composed of the upper Mississippi val- 
ley States from the Ohio to the 
Dakotas, 

These seven Southern States, with 
Mississippi added, now raise nearly 
500,000,000 bushels of corn each year; 
they have more than 18,000,000 head of 
cattle, and produce more than 200,000,- 
ooo pounds of rice each year. 

Only 44 per cent of the Southern 
farms now derive their principal in- 
come from cotton. Still, cotton produc- 
tion has steadily increased trom 7,- 
000,000 bales, worth $300,000,000, about 
twenty years ago, to 13,000,000 bales 
last year, worth $628,000,000. The home 
grown cotton demand of the mills of 
the United States is now about 4,000,- 
ooo bales a year. The census of 1900 
shows that in twenty years the im- 
proved acreage of twelve Southern 
States increased from 78,082,484 acres 
to 107,573,679. 

The output of manufacturers of the 
Southern States south of the Potomac 
and the Ohio, without West Virginia, 
was $450,000,000 greater in 1900 than 
in 1890 and $150,000:000 greater in 
1905 than in 1900, 
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CHARLES WILLIS STOAXxE, for 
many years publisher and adver- 
tising manager of Puck, died of 
Bright’s disease September 18, 
aged forty-five. He served three 
years with Leslie’s Monthly, and 
came to Puck in 1889. 





Cart DAENZER, who founded 
the St. Louis W “estliche Post in 
1857, and one of the oldest news- 
paper men in America, died Sep- 
tember 22 in Germany. He dis- 
posed of the Westliche Post in 
1860 on account of 1 health, but 
after several years returned, took 
charge and continued as manager 
until 1806. Mr. Daenzer was 
eighty-six. 





James LE BovurILuier, who died 
September 19 in Washington, at 
the age of ninety-two, was a vet- 
eran New York dry goods mer- 
chant, and the sole surviving 
member of the old firm of Le 
Boutillier Brothers, which found- 
ed dry goods houses in New 
York, Philadelphia and Cincin- 
nati about sixty years ago. He 
was born on the Isle of Guernsey, 
came to New York in 1840, and 
after four years went to Cincin- 
nati, where he founded the Cin- 
cinnati branch of the firm. He 
developed the house to great suc- 
cess and prominence. Mr. Le 
Boutillier retired from active 
business about fifteen years ago 
and went to Washington to live. 
Charles Le Boutillier, now at the 
head of the New York store, in 
23d street, is a nephew. 





STAFF OF “RIDGWAY’S.” 


Ridgway’s, the new weekly, will 
have from sixty to eighty pages 
each issue, and goes to press 
Thursday night, so as to be on 
sale Saturday. Owing to the fact 
that it is printed in fourteen cities 
the advertising and editorial staff 
resembles the faculty of a college 
in extent. As organized up to 
date it is as follows: 

Governing board in New York, 
Charles M. Lincoln, managing editor, 
formerly New York Herald; John H. 


Hawley, advertising manager, formerly 
Woman’s Home Companion; J. F. 


Bresnahan, circulation manager, tor- 
merly Boston Heraid; Harry Dart, art 
director, formerly New York World; 
Martin Egan. head of Washington De- 
partment, formerly Associated Press; 
Lindsay Dennison and Gelett Burgess, 
associate editors, both of Everybody’s. 

Eastern advertising manager, Rufus 
T. French, formerly Scribner’s Chi- 
cago office. Western advertising man- 
ager, H. R. Reed, formerly teview of 
Reviews. His offices will be in Chicago. 

New England advertising manager, 
S. Otis Ralston, 

New York: E. W. Townsend, editor; 
E. M. Scovil, advertising manager; S. 
5, Richardson. circulation manager. 

Chicago: William C. Hard, editor, 
formerly Chicago Tribune; W. J. 
McMurray, circulation manager, for- 
merly Chicago Journal; Frank R. 
Hussey, advertising manager, formerly 
Chicago Record-Herald. 

Boston: Thomas J. Feeney, editor, 
formerly Boston Herald; J. H. Charl- 
ton, circulation manager, formerly Bos- 
ton Herald; Lester D. Garder, adver- 
tising manager. 

San Francisco: Charles S. Aiken, 
editor, formerly Sunset Magazine; W. 
L. Campbell, circulation manager. for- 
merly San Francisco Chronicle; Arthur 
L. Fish, advertising manager. 

Washington: H, M. Suter, editor, 
formerly Washington Spectator; circu- 
lation and advertising representatives 
not announced. 

New Orleans: Frank Putnam, editor, 
formerly National Magazine; Robert 
Steen, circulation manager, formerly of 
the Indianapolis News; advertising rep- 
resentative not announced. 

Cleveland: Frederick Howe, editor, 
former state senator and partner of 
James A. Garfield; L. M. Edwards, 
circulation manager, formerly Indian- 
apolis News; advertising manager not 
announced. 

Minnneapolis: Edward J. Prickett, 
edtor, formerly Northwestern Miller; 
Max Matteson. advertising manager; 
ec reulation manager, C. H. Thompson, 
formerly Leslie’s Weekly, 

St. Louis: J. A. Graham, editor, 
formerly Post-Dispatch; J. B. Jordan, 
circulation manager, formerly St. Louis 
Republic; advertising representative not 
announced. 

Pittsburg: E. J. McKird, editor, 
formerly Pittsburg Dispatch; James F. 
Delahunt, circulation manager, for- 
merly Buffalo Times; advertising rep- 
resentative not announced. 

Denver: E. W. Taylor, editor, for- 
merly Denver Republican; Joseph 
Dunn, circulation manager, formerly 
Denver Post; Charles Lincoln Andrews, 
advertising manager, formerly New 
York Evening Post. 

Seattle: Beriah Brown. editor, for- 
merly Seattle Post-Intelligencer; Frank 
G. Hay, circulation manager, formerly 
Indianapolis News; B. Warren, ad- 
vertising manager, formerly Seattle 
Post-Intelligencer. 

Philadelphia, no editor nor circula- 
tion manager announced; advertising 
manager A. J. Stocker. 

Atlanta, no appointments announced. 
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THE CLOSING POINT. 





A good salesman will tell you 
that the critical point in every 
sale is the closing point. So willa 
bad salesman. Here is where the 
prospect writes his name or digs 
up his coin. A serious matter. 
The desire to possess an article 
and digging up the money for it 
are very different things. 

How many advertisers there are 
who utilize all the allurements of 
printed argument to make readers 
desire their commodities, and then 
utterly fail to “close” their pros- 
pects through inattention to the 
closing point itself. Hundreds of 
firms send out through the mails 
advertising letters that would 
surely bring the business if it were 
made easier to order. Hundreds 
of advertisements are printed that 
lack nothing except the special 
inducement that brings a reply 
and paves the way for the coin. 

The manila return envelope— 
how cheap, flimsy and seemingly 
superfluous when the reader 
doesn’t want the article offered. 
But how handy and directly pro- 
ductive of returns when he does 
want it. Yet hundreds of thou- 
sands of advertising letters go 
out every day lacking this con- 
venience, and as many more ad- 
vertising offers are made with no 
consideration for the handy price. 

“We will send you our magazine 
for the rest of this year for fifty- 
eight cents,” says a publisher. He 
never stops to reason that fifty- 
eight cents, while good for de- 
partment store purposes, is an 
impossible mail price. He should 
have made it fifty cents and sent 
a coin card, or offered his maga- 
zine for a longer period and made 
it a dollar. Then the handy half- 
dollars and dollar bills would 
have come back by return mail. 
One New York trade journal 
keeps a young woman busy wri- 
ting personal letters to people 
who are mentioned in each issue. 
Attention is called to articles, and 
the recipient reminded that he can 
have the journal six months for a 
dollar. Here is the handy price. 
But no return envelope is sent. 


Busy men who want the publica- 
tion lay this letter aside, meaning 
to answer it, but forget. If each 
letter simply said “Enclose this 
communication with a dollar bill” 
it would make subscribing easy. 
With that explanation and a re- 
turn envelope the “closing point” 
would be passed safely. 

Coin carriers, reply cards so 
devised that the address of the 
recipient comes back and makes 
writing unnecessary, corner cou- 
pons and all similar devices to 
save time and trouble—these are 
true “closers.” They produce 
more than the advertising itself. 
But it seems to take a long while 
for all advertisers to realize this. 
Many are still in the dark ages 
when a column ad wound up with 
the indefinite ‘For sale every- 
where,” and an advertising letter 
with the sublime faith that ‘We 
trust to hear from you by return 
mail.” One of the large charity 
organizations of New York City 
circularizes every summer a list 
of those who have contributed to 
its work in the past, asking for a 
check, It gets a good proportion 
of replies. But a smaller charity, 
by special arrangement, circular- 
izes the same list a few weeks 
after, and encloses a return en- 
velope and a coin card that will 
carry two twenty-five cent pieces. 
It gets about twice as many re- 
plies because the amount asked 
for is definite and the means of 
sending it are provided. 

Make it easy to reply. Offer 
an inducement to “close.” Some 
of the high-grade metropolitan 
milliners and ladies’ tailors send 
out stereotyped spring and fall 
announcements — “Madame de 
Shears takes pleasure in announc- 
ing——” “Mlle. Modiste wishes to 
inform——” One firm in _ this 
line, however, puts the following 
“closer” as a footnote: 

The receipt of this announcement 
carries with it the assurance that Mrs. 
Blank will be gladly accepted by us as 


a charge customer without the formality 
of a reference, 


There is the idea in a nutshell. 
This advertising not only studies 
how it is going to get to the per- 
son it wants to go to, but also 
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how that person is going to be in- 


duced to act. It opens the way 
for a business _ relation. It 
“closes.” 


Every publisher of a daily pa- 
per that carries any classified ad- 
vertising at all makes a practice 
of clipping want liners from rival 
papers and mailing them to the 
advertisers with a rate card and a 
soliciting letter. But few publish- 
ers go to the trouble of computing 
their own rate for that particular 
ad and writing the amount in a 
blank. Few put in a return en- 
velope, or make it in any other 
way easy or tempting for a busy 
man to respond. kor the man 
who handles a large mail daily 
matters can’t be made too simple. 

Hotel announcements—you get 
dozens of them, handsome steel 
engraving, and thick white en- 
velopes, and thick white formal 
language. Who was ever seduced 
by the stereotyped hotel an- 
nouncement? But one enterpris- 
ing New York host sends out 
with a personal letter a little card 
somewhat like a railroad pass, 
announcing that upon presentation 
of this card Mr. So-and-so will 
be extended such courtesies as he 
may desire, including a credit ac- 
count in all parts of the house. 
This card is saved, and when Mr. 
So-and-so comes on to buy goods 
or take his vacation months later, 
he has it in- his pocket. Mean- 
while, where have all the steel en- 
grav ed announcements gone? The 
Young Men’s Christian Associa- 
tion in every city is usually active 
in circularizing prospective mem- 
bers. But the association that 
gets in the largest number of live 
prospects is one that adopts a 
similar plan and sends with each 
circular a card that entitles the 
recipient to two weeks’ trial mem- 
bership free. 

You may have to startle a pros- 
pect into closing. A printing con- 
cern seeking to design high-grade 
booklets for advertisers made a 
practice of sending to indifferent 
ones samples of its productions 
for other firris. Each sample sent 
out was mailed with only a single 
one-cent stamp, and the recipient 
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had to pay eight or ten cents 
postage. He wrote complaining, 
and the printing firm then apol- 
ogized for its office boy's care- 
lessness and paved the way for 
correspondence and better ac- 
quaintance. 

It is an excellent practice to get 
into the way of looking at this 
“closing point” as something apart 
from advertising argument itself. 
Give it as much attention as the 
argument. In many cases it will 
bear more. Some ads begin with 
the closing idea and never permit 
the argument to obscure it. Very 
often the story of the goods is 
told better when an ad is all 
closing point. No salesman would 
solicit a prospect face to face un- 
less he had drilled himself in the 
art of closing the deal. This is the 
critical detail covered most thor- 
oughly whenever a green sales- 
man or solicitor is broken in by a 
veteran. Talk is cheap and easy, 
but getting the man to write his 
name and dig up his coin isn’t. To 
send out printed salesmen that 
are unable to close the deal is 
just as short-sighted as sending 
out human salesmen who can talk 
but not sell. It takes two to 
make any sort of bargain, and the 
advertiser who is so immersed in 
his end of the deal that he can’t 
think of the other fellow’s con- 
venience isn’t likely to get very 
much more business by advertis- 
ing than he would get without ad- 
vertising. 

aa reagent 
GOOD FOR THE BANK TOO. 


A merchant in Watertown, N. Y.. 
who has been in business in that city 
for fifty years, will celebrate the anni- 
versary by trying to influence the boys 
and girls to form the habit of saving 
money. On that day $1 will be given 
to every boy or girl living in the city 
of Watertown, between the ages of 4 
and 16, not exceeding 2,000, under the 
following conditions: 

Each child, personally, or through 
his or her guardian. must apply to the 
secretary of the Watertown Savings 
Loan and Building Association for a 
book to be legally issued to such child 
and deposit in the association 10 cents 
a week for one year. At the end of 
the year $1 extra will be added to the 
account, which at that time or there- 
after can be withdrawn by the owner 
with accumulations.—Advertising World. 
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A BULL AMONG CHINA. 


Nothing points more signifi- 
cantly to the passing of the ad- 
vertising “expert” than the dis- 
position to discount him when he 
appears before business men with 
radical plans for reforming their 
publicity. The true “expert” was 
a reformer from the first, and is 
yet. He came into existence when 
advertising was untried, unknown, 
and got a hearing largely by the 
revolutionary nature of his pro- 
posals, and their picturesqueness. 
“You are doing business all 
wrong,” was his text. He laid 
down advertising plans that in- 
volved turning a business upside 
down, and often talked so dis- 
paragingly of a firm’s methods 
of marketing its product that old 
merchandise men were led to dis. 
trust their own experience. Case 
after case might be unearthed 
where, in the early days of adver- 
tising, solid business houses 
adopted plans of this sort, and 
spent thousands of dollars to test 
schemes evolved by “experts” who 
were the merest commercial ad- 
venturers, with no business train- 
ing. A large cigar firm in New 
York, for example, sunk $80,000 
in magazines one year before it 
was learned that magazines at that 
time (a decade ago) would not 
distribute or sell the kind of cigar 
it made. An old collar house that 
had built up a fine trade through 
traveling salesmen in restricted 
territory, spent tens of thousands 
of dollars in backing up the plan 
of another “expert” who proposed 
to place its goods with retailers 
by forcing them through con- 
sumers. At the end of a year 
only three new retail accounts 
could be shown. 

Advertising plans of the ready- 
made sort are in slender demand 
nowadays. Business conditions 
are first, and advertising is cut to 
fit the business. Some of the most 
conspicuous advertising successes 
have been cut by those who built 
up the business that has been 
successfully advertised. A certain 
house began advertising a com- 
modity ten years ago, its president 
writing the advertisements for 
several years, guided by informa- 
tion that came through its sales 
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department from week to week as 
the commodity became better 
known. Later he turned over the 
work to an advertising manager 
who has since carried it on along 
similar lines. Such a house has 
little to learn from the itinerant 
“expert.” Its advertising policy 
has grown with the product. Its 
methods, copy and selection of 
mediums are based, not on a 
theory of what ought to be done, 
but upon what the criticism of the 
public, spending money for the 
product, has dictated. Its adver- 
tising gained in force as the capi- 
tal stock of the company increased 
from the original few thousands to 
almost as many millions of dol- 
lars. Yet so great is the fatuity of 
the true “expert,” that he will 
cheerfully demand a hearing from 
the officers of a concern like this, 
and if he gets it, offer no sug- 
gestions, but attempt to dictate an 
entirely new advertising policy 
based solely on his conceptions of 
what ought to be done. 

Some time ago an “expert” of 
this type appeared before the ad- 
vertising manager of a New York 
financial house that was marketing 
a high-grade security through 
general advertising of a most con- 
servative kind. The officers of 
this house are men of long ex- 
perience in their field, and know 
the investing public thoroughly, 
with all its prejudices. Their ad_ 
vertising had been very cautiously 
grafted onto the business after a 
long period in which the very 
word “advertising” was distrust- 
ed. By its very conservatism of 
statement it had become success- 
ful, and actual sales of securities 
had been so good, in a quiet way, 
that the officers of the company 
were surprised at the low cost of 
making them through publications, 
as contrasted with personal sales- 
manship, With nothing but the 
concern’s printed advertising to 
base a plan upon, this “expert” 
laid down radical reforms, severe- 
ly criticizing the company for its 
inattention to what he asserted 
were the vital points of its secur- 
ity. The greater public, “the pee- 
pul,” ought to be told all about 
this security in plain language. 
He submitted some specimen ads 
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in which the word “gold” appeared 
frequently, and the security was 
offered in the plain terms that ex- 
plained it to the man who smokes 
five-cent cigars. That the latter 
might not buy such _ securities 
seemed to be a negligible quantity 
in the “expert's” eyes. He was 
given a patient hearing. The 
officers of the company seemed to 
find him more or less amusing. 
His picturesque plan was turned 
down. But ultimately another 
concern adopted it bodily and 
published most of the advertising 
copy that had bec. submitted. 
Within two years the latter con- 
cern failed. 

The “expert” frequently turns 
up at advertising dinners. A no- 
torious incident occurred a few 
months ago when two dogmatic 
advertising “authorities,” invited 
to a dinner of men in a certain 
line of business, clashed in an un- 
gentlemanly manner over the pet 
points in their respective plans. 
The line of business in question is 
one in which, for several years, 
there has been a growing dispo- 
sition to advertise. The men who 
met at this dinner were leaders in 
their trade, and much good for 
advertising was expected to fol- 
low. A certain advertising agent 
from another city, who has | quietly 
created several active advertising 
accounts in that trade in his own 
town, persuaded his client to at- 
tend this dinner. But the exhibi- 
tion of temper by the vituperating 
“experts,” and a general lack of 
confidence regarding methods that 
their quarrel seemed to indicate, 
so disgusted this agent’s clients 
that they returned home preju- 
diced against adv ertising generally. 

The time for this sort of thing, 
however, is now over. The cock- 
sure “expert’s” influence in ad- 
vertising is gone. There is too 
much real knowledge about it, and 
it has been too thoroughly ground- 
ed on business principles, by busi- 
ness men, spending their money 
to learn instead of building on 
theories. The “expert” still im- 
presses men on the fringes of 
business, perhaps, but his prestige 
among commercial men of weight, 
and the houses that spend great 
appropriations, is a thing of 
yesterday, 
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THE PRESENT CANNING CENTER. 

In the production of canned peas, 
corn and tomatoes there has been a big 
change in the standing of the States. 
New York. Maryland, New Jersey, 
Delaware and other Eastern States have 
seen their business decrease and come 
to Indiana, Wisconsin, Ohio, [llinois, 
lowa, Nebraska, and other Western 
States. Indiana especially has come to 
the front in years. With Wisconsin, 
Indiana has taken a great portion of 
the canned  pea_ production from 
Maryland and New York. 

Indiana, Illinois and Iowa now lead 
the list in the production of canned 
corn, but in the production of canned 
tomatoes Indiana, among the Western 
States, has had a most notable rise. 

Maryland, Delaware and New Jersey 
are losing their tomato output and In- 
diana is gaining almost in proportion, 
although Ohio is sharing the benefit. 
Several hundred new plants have grown 
up in the West in the last few years. 
During the packing season of 1905 alone 
eight factories in Delaware, ninety-five 
in Maryland and several more in New 
York, which operated in 1904, closed 
their doors and did no _ packing.— 
Chicago Journal. 


—_——_—_+ o>) 

BOOK PUFFERY IN PARIS. 

Mr. Acker brings forward, in Le 
Correspondant (Paris), some rather re- 
markable facts: 

“it was announced in Paris last win- 
ter that a syndicate was about to be 
formed for assuring notoriety to any 
author who was desirous of ‘arriving’ 
in quick time. This venture would, 
indeed, be entirely symptomatic of our 
age. The literary man of to-day is the 
own brother of the pill-mixer, and the 
advertising of his wares is the only 
chance he has of survival. In these 
days advertising has killed literary cri- 
ticism, which has fallen into disuse, 
the process now being reversed, and 
the value of a book only beginning to 
show itself when it is placed on the 
market. The selling value is the sole 
criterion. If the author is rich, so 
much the better; he can almost assure 
himself a good send-off by paying edit- 
ors of papers the value of a ‘leader’ 
on his book. In Paris, for example, a 


leader will cost $400; a secondary 
leader, $200; a special notice, $100; a 
paragraph, from $4 to $8 a line; a 


portrait of the author costing extra. 
For a certain sum the writer will be 
declared a genius, and editorial writers 
will be at pains to disembowel their 
dictionaries in order to describe his 
work in such terms as ‘suprabalzackian,’ 


‘supereschylian,’ ‘hypershakespearian,’ 
etc.—Translation made for Literary 
Digest. 


A comPany selling salve sent a quan- 
4 to a man, requiring him to write 

puff. He wrote that he had a dog 
that got about two inches of his tail 
cut off. He applied the salve to the 
wound and the tail grew out to its 
natural length. He applied the salve 
to the piece of tail and a whole new 
dog grew on—Woman’s Home Com- 
panion, 


‘ 
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MAKING TROLLEY 
TRAFFIC. 


Irom time to time the past few 
years there have been movements 
to interest trolley companies in 
advertising. But none of them 
have been very successful. Oc- 
casionally a trolley company has 
gone into the newspapers, however, 
and in no known case where such 
a corporation has let go of a 
little money for newspaper space 
has it been unsuccessful. Trolley 
transportation publicity is such a 
sure thing, such a paying propo- 
sition, that one campaign was 
usually enough. The road then 
had all the traffic it could take 
care of over the routes exploited. 

Trolley advertising at its best 





is simply long distance trans- 
portation advertising brought 
right around home. What the 


street railway companies want is 
pleasure traffic which will be 
hauled moderately long distances, 
for a half-day or all-day outing, 
along routes that are not bur- 
dened with excessive traffic, and 
at hours when travel is light. To 
secure this sort of passenger busi- 
ness is the easiest thing in the 
world during eight months in the 
year—from April to November. 
All that need be done is furnish 
the public with the necessary 
guide-book information as_ to 
routes, what can be seen on them, 
where to stop off for a lunch on 
the grass or a meal at a hotel, 
the time needed to cover route, 
the fares from point to point, the 
distances and the best hours to 
select so that crowding may be 
avoided. Such information can be 
given in daily newspaper talks in 
the shape of twenty-five-cent trips, 
fifty-cent trips, etc., or embodied 
for distribution in illustrated 
folders. 

Some idea of the popularity of 
trolley trips can be got from the 
numerous handbooks published in 
various cities, and the trolley 
trip articles in Sunday papers, 
such as “By Trolley from New 
York to Boston,” or ‘Philadelphia 
to New York on Trolley Lines.” 
One of the electric companies 
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operating around Boston has dis- 
tributed every year more than 
25,000 copies of a booklet entitled 
“The Route of the Minute Men,” 
dealing with the towns of Con- 
cord, Lexington, Bedford and 
Arlington, where the American 
Revolution started, which are cov- 
ered by this corporation's lines. 
A trustworthy account, illustrat- 
ed with half-tone views of monu- 
ments and historic spots, written 
by a recognized authority and 
containing no advertising matter, 
makes up the body of this book- 
let of forty-eight pages, and 4 map 
of the route guides the tourist. 
Such a booklet can be distributed 
not only among residents, but is 
especially productive of passenger 
traffic when placed about the 
hotels. A trolley company would 
probably find that a large return 
on a moderate investment could 
be secured by copying each day 
names from the registers of the 
principal hotels and mailing such 
a guide book personally to each 
visitor in its city. Another book- 
let issued in Boston is “Country 
Rides by Trolley, Boston and 
Vicinity,” of which 50,000 copies 
are distributed annually. 

As an indication of the sort of 
information the public wants, 
take this letter written to the New 
York Sun: 

May I suggest a few delightful trips 
into the country in answer to inquiry 
in the Sun? The West 13oth street 
ferry will take one to Edgewater, 
where there is a very pretty, quiet park 
on the hill, only a short walk from the 
ferry. There are no attractions here 
but the fine view of the river and a 
variety of beautiful flowers, trees and 
shrubs, and a simple refreshment booth. 
There are pretty woods near by, too. 
The Hudson River trolley line from 
the ferry runs through lovely country, 
through Morsemere, with the Clover 
Neck creek in sight, to Englewood, 
which is a very beautiful and quiet 
place. There is a fine prospect from 
the top of the Palisades at Clinton 
Point, a short distance further. By 
taking the same trolley at Edgewater 
and changing at Leonia Junction, one 
may ride over cool meadows spangled 
with flowers, through quaint old Hack- 
ensack, to Maywood and East Side 
Patterson Park, a quiet park full of 
flowers. The Passaic River is fine at 
this point. Or, instead of alighting at 
the East Side Park, one may continue 
the trolley trip to Paterson, and by 
changing cars ride past Passaic Falls, 
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along the tree-fringed banks of the 
Passaic, through a wild country. to 
Little Falls. The entire trolley trip 
costs about 25 cents. 

What the advertising man of a 
trolley system wants is high-class 
trafhc—passengers of comfortable 
means who can take their trips 
week-days and in the “low peak” 
hours. For creating such traffic, 
therefore, good literature mailed 
to select lists might be more ad- 
visable than indiscriminate adver- 
tising in mediums of wide circu- 
lation. The latter would be likely 
to bring out a greater Sunday 
traffic than could be handled, and 
be productive of hard feeling in 
the end. There is seldom any 
need to advertise for Sunday 
traffic. But it is quite feasible for 
a trolley company to bring 
out the wage-earners on evenings 
of week-days through summer 
and autumn, suggesting five- 
cent, ten-cent and _ fifteen-cent 
rides after supper, when people 
like to be moving. These rides 
should be advertised in evening 
papers, and by judicious manage- 
ment of the routes it is possible 
to distribute traffic to good ad- 
vantage, building up weak lines 
and keeping the pressure off busy 
ones, 

During the winter months not 
so much can be done. _ Still, it 
is possible to add to the volume 
of regular traffic to a considerable 
degree by attention to theater car 
service. Let this not only be good 
and prompt, but tell people in the 
better residence districts about it, 
Let the suburbanite know that he 
is not necessarily banished from 
city amusements of an evening. 
Take a few lines of space under 
the theatrical ads in daily news- 
papers to print schedules of thea- 
ter service, and when there comes 
along a big political meeting, or 
musical event, or other extraor- 
dinary night attraction likely to 
appeal to crowds, get into the 
public eye with special schedules 
of trolley service, so that people 
will not be afraid to go. 

In comparison with the rail- 
roads, trolley companies have 
been backward about advertising. 
This ought to be more or less 





gratifying to railroad passenger 
agents. But considering the suc- 
cess of long distance transporta- 
tion advertising, and the pulling 
power that the idea of travel has 
on all classes, this neglect is, to 
the trolley companies, more or 
less discreditable, and an indica- 
tion of short-sighted policy, 


PRESS: ee 
A TEMPTING BAIT. 

“Are you single and lonely? Do you 
desire a charming woman for a wife? 
Do you want, in addition to the happi- 
ness of peaceful domesticity, the en- 
joyment of a comfortable income dur- 
ing your old age? If so write Box — 
and learn about the pretty widow of 
twenty-six owning $50,000 worth of 
property, who is anxious to marry in 
order to obtain a change of scene and 
consolation for her recent troubles,” 

This is the bait thrown out by a 
clever band of matrimonial agency 
swindlers who have had a mail box in 
the hall of 111 S. Front st. The ad- 
vertisement was published in hundreds 
of newspapers in the South and West 
and it drew wagon loads of replies. 
Detectives took the trail about three 
weeks ago and the men behind the op- 
eration immediately disappeared. Mean- 
while a big bundle of letters has 
collected, 

The scheme was to charge $10 from 
each “customer” for “further informa- 
tion” about the fair widow. With the 
request for this amount went a photo- 
graph of she whose hand had only to 
be asked for to be won. It showed a 
good-looking young woman in a de- 
collete gown. Her beautiful gazelle- 
like throat was covered with strings of 
precious stones. In a mass of brown 
hair a flower was artistically tucked. 
Altogether with the explanation that 
she was worth $50,000 and wanted to 
be consoled, it made a rather inviting 
proposition. 

The name of Alton D. Cantrille was 
given by the man who would make two 
souls one. He pretended to be a Phil- 
ade!phia lawyer and referred his cor- 
respondents to any bank in this city. 
Because some correspondents did in- 
quire in that way, his little gold mine 
soon found the end of its rich vein.— 
Philadelphia Bulletin. 

ee 

THE organ grinder up in the Bronx 
who died a few days ago worth $50,- 
000, always insisted upon playing 
“Rock of Ages” and “Jesus, Lover of 
My Soul.” The business men who 
passed him every morning would 
sometimes beg him to put some more 
cheerful airs into his barrel instru- 
ment. But he stoutly refused, having 
found by decades of experience that 
the plaintive tunes brought the pen- 
nies and nickels. Such salesmen and 
advertising solicitors as habitually use 
hard luck stories in lieu of arguments 
will find here some support of which 
they stand so much in need.—Selling 
Magazine. 
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ATTRACTIVE PHRASE. 


“If you ever get a Jonah on your 


hands in the shape of eatables or 
drinkables, just tag it ‘old-fashioned 
make,’ and it will sell before you have 


time to think about it.” said a down- 
town druggist. “I found that out by 
experimenting with some cough drops 
that I couldn’t get rid of. I piled the 
cough drops into a fancy jar and 
labeled them, ‘Recipe of 1850. Cured 
your grandmother’s cold,’ and in less 
than half an hour the bow! had been 
cleaned out. Yesterday I worked the 
same scheme with a lot of moth balls I 
had left over. By simply marking 
that box ‘old-fashioned moth preventive,’ 

drew in customers until they lined 
up three deep trying to get at them.” 
—New York Evening Post. 





— = 
A COMMISSION. 

A Brooklyn man named Barr, who 

lost a pocketbook in Hazelton, Pa., 


containing $3,000 in money and papers 
worth $2,000, rewarded the finder, 
Donald Jacobs, by giving him $2. Out 
of this Jacobs has to pay for adver- 
tising the fact that he had found the 
wallet.—New York Sun. 








Advertisements. 


All advertisements in ‘Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40 a 
line per year. Five per cent discount may be 
deducte or in advance of publi- 
cation and ten per cent on yearly contract 
puid whoily in advance of jirst publication. 
Displuy type und cuts may be used without 
extra churge. but tf a specified position is 
asked for an advertisement, and grauted, 
double price will be demanded. 


WANTS. 


7} DON, OHIO, wants a good man to publish 
Lt . 800 population. Reference, EDON 
HARDY VAKE CO, 


| eet = oo experienced, adv. writer 
ana so:icitor to get out special editions, 
TH » ORLD, Lawrence, Kan 


DVERTISING MAs.AGuk WARTeD Wee 

A ern Agricultural Weekly. Salary $75 a 

month to start. GEM STATE RURAL, Caldwell, 
Idaho. References. 


i (dee circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper jn America by more than 
100.000 copies per day. 


V 7 ANTED— Address of house making auxiliary 
magazines or house with nine or be 


Give references. 





ate service suitable for magazine. 
MAGAZINE. Boise, Idaho. 


V TANTED Sones with firm usin 
machine similar to the lineotype whic 
sets one word slugs instead of line at atime. 

Address H. L. WOOD, Groton, Conn. 


RITE-UP MEN—Send me your notes and 1 
will write your article at ten cents per 100 


words. 
Address ‘J. A. W.,” ” care Printers’ Ink. 


Rs PLACES—Hundreds of them, paying 

1000-$5000, waiting for right men. Write 
for booklet and state position desired. HAP- 
GOODS. 305 Broadway. N. Y. 


EF’ XPERIKNCED ES solicitor wishes to 

4 represent nigh grade Trade publication in 
New York and vicinity. Address for particulars, 
“SOLICITOR,” care Printers’ ink. 


V ANTED — Linotype _ composition, twenty 

cents per thousand for 8-point and nine- 
int. Write for complete rate 
. WILSON, Kenton, Ohio. 





teen cents for 6- 
card, FRANK 
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A Dysatmans SOLICITOR, an energetic hust- 
ler. wants at once position with jive daily 
or weekly. daily preferred \ orks on salary or 
ee. Address “W. U. U.,” care Printers’ 


WioUne man capable of taking ch rge of ad- 
vertising department of accent on nm, ond 
poration. or handing agency, cop). 7, (puee 
peony Address “‘MODERATI: oe any. - rint- 
nk. 


IRCULATION Man Wanted—One who can add 

subscribers to veces Agricultural 

Weekly in “one year. ‘'ne who has had experi- 

ence preferred. GEM STATE KUKAL, Caldwell, 
laaho. References. 


V ANTED, Young man under 20, who has some 

knowledge of writin advertisements, to 
assistin soliciting advertising on daily Popes. m 
Michigan. Address, giving references, * le Shey 
care Printers’ Ink. 


N EWSPAPER POSITIONS open for advertising 
ae rod = a experience. Straight 

a7 pace te for Booklet No. 7. 
a RNA Ds Nee SPAPER MEN'S EXCHASGE 
(estab. 1898), Springfield, Mass. 


DV! RTISEMENT WKiTER. Young, system- 

4 atic, strictly temperate, bard worker. initia 

tive ar.d executive ability; good correspondent. 7 

brake with present employer, seeks change. J. 
- OWERS, Silver Lake, Mass, 





YOUNG man four years assistant advertis- 

ing manager on daily, in city of 40,000, 

wants position as advertising solicitor or mana- 
ger on live daily. “B. H.,” care Printers’ Ink. 


be DVERTISERS’ MAGAZINE”—THE WEst- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best ** School 
of Advertising’ in existence. Trial subscription 
ten cents. vanpe copy free. THE SSARE 
MONTHLY 815 Grand Ave., Kansas City, 


7 ANTED—An OY" and practical man 

to Hemel be a job and bewspaper plant. 

with a dail weekly paper; doing an annual 
business o $25,000. Desire party able to buy 
an interest and = full charge of the business. 
For particulars address *‘L 23.’ care Printers’ Ink. 


oy Special Agent who has for many 

ars represented three specially high- 

grade dailies, ea at widely separated cen- 

ters, and to whom he is at liberty to refer, would 

be glad to add one or two more of the right sort, 

issued at points that do not compete with those 

be now works for, Address CHICAGO SPECIAL, 
care of Printers’ Ink. New York. 


~ UBSCRIPTION A'GENTS—We want to arrange 
with some good men or man to take charge 

of an active canvass for subscriptions on a lead- 
ing technical journal of high character. If you 
have a corpsof guod agents this is a good op- 
portunity, as we will make libercl terms. Ad- 
dress “TECHNICAL SCHOOL, » care Printers’ 


VV 4NtEb—by, a large RoE ERCaeea Lg estab- 

lishment in the Middle-West. a man be- 
tween the ages of twenty-five and thirty-five of 
good personal appearance and aadress. who ha3 
experience in advertising and journalistic work, 

as well as some clerical knowledge. We have an 
interesting proposition for the right man. ‘a 
dress ‘““PROPOSIIION,”’ care of Printers 


Wanted Permanent Position. 
Newspaper, do you want an advertising 
colleicor te oO can create new pr Be nny in- 
space used by oll advertisers and an 

adwriter of ability. If you do, write BOX 307, 
Lorain, Ohio. Have beén connected with large 
city da ‘ily. Reaymeadatons furnished as to 

onesty and ability. 





ANTED—Clerks ana others with common 
school educations only, who wish to quai- 
ify for reaay positions at $2) a week and over, to 
write for free copy oF my new prospectus and 
endorsements from ieading concerns every- 
where. One graduate "fhe $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York’ owes his suc- 
cess within a few months to my teachings. De- 
mana exceeds esupely 
GEORGE OWELL Advertising and Rust- 
ness Expert. 143 Metropolitan Annex, New York. 








WESTERN 
REPRESENTATIVE 


wanted. wbo is Cee gy for an assistant to 


solieit in Chica {| am 30 years old, good 
euucation and a Sarees ond. am bo booser. [| can 
get the business Am now, and for past five 
years bave been, with a large Chicago agency 
and Know on business in detail. Address care 
RKER, 6233 Kimb Kimbark Ave., Chicago. 


WANTED— 
The RIGHT Man. 


I want a clean, ambitious business manager 
of unquestioned ability to buy a half interest 
(half the stock) in the most promising farm 
paper in the Middle West. The paper is three 
years old, and will bear the most rigid investi- 
gation. Its circulation, advertising, and ed- 
itorial departments represent three years of 
careful and persistent hard work. The position 
of manager will carry with it a salary of from 
$1,200 to $1,500 at the start. Exactly half the 
stock is for sale to the right man, if 1 find him, 
but he will have to show me his ability as care- 
fully as I am prepared to show him every detail 
of the books and business of my farm paper. I 
publish successfully three newspapers, and now 
the farm journal has grown toa point where 
I cannot do all the work of management with. 
out taking time, which belongs to my other pub- 
lications. I would not sell the entire stock for 
$25,000, but I will sell half of itto the man I 
need for $7,500. Men who have money but not 
ability need not answer. I have the money of- 
fered now, but it is the »za” I need. The pub- 
lishing company is incorporated, and I own all 
but two shares of the stock. I will make the 
right man secretary-treasurer and general man- 
ager of the company, and | will turn the paper 
over to him without a dollar debt, with $2,500 
in cash in the treasury, with established adver- 
tising, rapidly growing circulation, excellent 
printing arrangements, competent editorial 
and corresponding staff, organized field force, 
and official credentials fron the leading agri- 
cultural societies in our territory. The paper 
is published monthly. 

The “ right man *’ must be a good executive, 
able to talk large business, willing to work as 
I work and able to see the possibilities of this 
proposition. If he cannot make his half, and 
mine, worth $20,000 in five years, he is not the 
man forthe place. I will convince “ the right 
man ”’ by personal proof that this offeris better 
than I have described it. Write me, in full 
confidence, and if you meet my specifications I 
will immediately go into every detail with you 
at my home office or Chicago office. Address 
‘“* INCORPORATED,” care Printers’ Ink, 
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W ANTED—Advertising Solicitor for New York 
and vicinity for the only independent pub- 
— of the oe on the Pacific Coast. - 
# oppectnalt tor the right man. THE PACI- 
Fic UG REVIEW, Portland, Uregon. 








WANTED 


In several States, experienced men as 
exclusive agents for handling Commercial 
Calendars, Catalogues, and Show Cards. 
Best references required, 


CAMPBELL ART CO., 
Flatiron Bidg., New York. 











. ¥ YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassifled col- 
umns of PRINTERS’ INK, the businese journal for 
ee oe weekly at 10 Spruce St., 
New York ch advertisements will be inserted 
at 20 cents per line. six wordsto the line. !’RINT- 
#R8’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication it in the United States. 


AD MANAGER 


Do you want an advertising manager f 
Do you ferl that you cannot afford to en- 
gage the exclusive services of such ? 


I intend devoting my time to the inter- 
ests of a few concernswhoare of this opinion 
and take entire charge of their advertising. 


to references, | refuse to give any, 
but avill gladly give a fair opportunity of 
judging my merits. 


If this interests you, write to 


R. FULLER DUNNETT, 
1124 MCCULLOH ST., BALTIMORE, MD. 





tor 
SUPPLIES. 
“OTE HEADINGS of Bond Paper, 54x84 
a inches, with envelopes (laid p). 100 for 
250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 
4.50: 5,000 for $11.00. Send for sampies MERIT 
RESS. Bethlehem, Pa. 


W D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag- 
azine cut inks than any other ink house in the 





rade. ? 
Special prices to cash buyers. 


A 9-inch Agate Type Rule 


made of metal. Measures both leaded and solid. 
(ther type measures and type tables embodied 
Se. postpaid, Get folder.” J.. ROMMEL, Jr., 6id 
Merchant St., Newark, 


ASTE for shipping — mailing wrappers, 
trunk linings, cigar box labels and all 
other purposes. Rernard’s Cold Water Paste is 
positively best. Virginia-Carolina Chemical Co. 
use 16 exe’ ah in 16 factories. Sample free. 


CEAS. BERNARD, Tribune Tribune Building, Chicago. 
89 Adwriting Rt Rules (‘tation 


is a short, compact, practical course in retail ad- 
writing for business men, with all So. 
mation about type, — reading, type tables, 
selling points, etc. Money wofuntted if unsatis- 
a. 25c. postpaid. Get particulars. L. 
ROMMEL, Jr., 61d Merchant st., Newark. N. J. 

—_—_—-+ oo 


ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An office machine that 
saves 90 r cent. Besides selling the 
“AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LETTER and fill in the address 
so that it cannot be distinguished from the real. 
we do wrapping, folding, sealing, mailing, etc. 
sk us. 

AUTO-ADDRESSER, 310 Broadway, N.Y. 
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DIRECTORY OF NOVELTY MANU- 
FACTURERS, 


ey TS wanted to sell a ad novelties, 25% com. 
3 samples, \0c. J.C. KENYON. Owego, N.Y. 


NRYSTAL Paper Weights with your advertise- 
J ment, $15 per 1. Catalog adv. novelties 
free. ST. LOUIS BUTTON CO.. St. Louis, Mo. 
V ’ RITE forsample and price Bow combination 
Kitchen Hook and sill File. Keeps your ad 
before the bousewife and business man, THE 
WHITEHKAD & HOAG Cu., Newark, N, J. 
Branches in all large cities 


FOR live advertising novelties, specialties, 
business souvenirs, calendars, signs. read 
THE NOVELTY NewS, official organ of the manu- 
facturers. Full of suggestions. Illustrated. 50c. 
ayear. 173-4 \\asbington St, Chicago. 
as ee was 


ILLUSTRATORS AND ENGRAVERS. 


66 \V BARE NOT: Printers or Publishers,’ but 
“confine our efforts exclusively and 
‘concentratively to Designing, Illustrating, and 
peaking of Engravings to print ona ty ‘pe rint- 
“ing-press, in one or more colors. GATCHEL & 


“MANNING, 6th & Chestnut Sts.. Paeneroutns . 
o> 
TO ADV. ERTISE RS, 








I ET US DIS? RIBUTE your r advertising matter. 
4 We have an organization that enables us to 
cover any territory and reach any class of peopie. 
Through reliable Distributors located through- 
out the United States and Canada we can dis 
tribute your matter more — tively and for 
less than half the cost to you any other way. 
OUR DISTRIBU LORS’ DIREC TORY mailed free 
t» Advertisers desiring to make contracts direct 
with our Distributors. We Guarantee Good 
Service. References—Bradstreet NATIONAL 
DISTRIBUTING CO,, 700 Oakland Bank Building, 
Chicago, IL. 





ee — 
CARTOONS. 


VARTOONS furnished pubsishers Uy. an e xperi- 

J enced N. Y. newspaper artis e 
prompt very reasonable. Address **( NNRTOO 8,’ 
care Printers’ ink. 





+o ——_— 
ADDRESSES FOR SALE. 


SECURE AGENTS NOW. 


We have 11.000 in all parts of the S., NE 
few in Canada, Only $1 per M.; the Mi, 000 fur “gu. 
Ss. M. BOWLES, Woodford, Ver mont. 





_ Saal — 
EDITORS’ AND_WRITERS’ OPPORTU- 
NITIES. 





CLIPPINGS AND PICTURES LOANE 
Millions on ali subjects, compiled from the 
newspapers, magazines, books, reports and 
veriodicals of the worid. Office room and 
use of the collection, or material sent by 
mail. THE SEARCH-LIGH?T INFORMATION 
LIBRARY, 24 Murray S8t., New York. 








PHOTO-ENGRAVING. 
psy )TO-ENGRAVERS, Designers. price list and 
we aon on reque st. SPANDARD EN- 
GRAVING , New York. 








> 
PRIN TERS. 


PS. Write R. CARLETON, Omaha, 
Neb., for copyrisht lodge cut catalogue. 
V E print catalogues. booklets. circulars. acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. CO., 514 Main St.. Cincinnati. ©. 
——___<«o+ —_____ 


BOOKLETS, 
A” POINTS. A booklet for the retailer. 
Money’s worth or money back, 25 cents. 
J. H, RATHBUN, Sedalia, Mo. 


1,000 8-page Booklets, $9. 
Address, or call, 
Boom 5, 835 Broadway, N. Y. 





CARD INDEX SUPPLIES, 
VE? prices on Stock Cards and Special Forms 
¥ from manufacturers. Cards ished tor 
all makes of cabinets. - Special discounts to 
spt a Trade. 
NDAKD INDEX CARD ( ‘OMPANY, 
01-209 Arch St., Philadelphia, Pa. 
>> 





ADVER TISEMENT CONSTRUCTORS. 





DVANTACEOUS 

DVERTISINC 
I write all kinds of good ad 
vertising matter — bookicts, 
= } | circulars, letrers Verhaps 1 
can help YOUR business; m 
enthusiastic, anyway, and 
should like to hear from you 
Glad to answer questions. A 
postal will bring rates and in 
formation. 

A. L. COOKE, 

L. B. 141. Amherst, Mass, 














DO not know all about anything—do not even 
suspect myself of it—but have a tulerably 
flexible mind, plus a reasonable amount of 

“GUMPTION. % 

I make Circulars. Folders, Price Lists, Cata- 
logues, Trade Vrimers. Circular Lette 
noucements, Mailing Cards, Book!ets, } 
Newspaper, Periodical and Trade Jourial Adver- 
tisements, etc., etc.—all of these with “peculi- 
arities’’ of their own. 

1t will cost you nothing to hav e me send you 
samples of these “doings,” avd you might 
chance to discover from them that it micht pay 
you to have me build sie Mo for YOU? A 
postal card sent me is one cent astray. 

No. 60, FRANCIS I, MAULE, 402 ease St., Phila 
oe 
ADVERTISING THERMOMETERS. 
SE IND 10c. for sample and catalogue. LARGE 
& RIKI, 282 Richardson St., Brooklyn, N.Y. 
—~or——_——_ 


PUBLISHING BUS ~ ied OPPORTUNI- 
TIE. 


Monthly 
: Trade Paper 


This paper has age, 
good circulation 

and representative 
advertising, and is 
looked upon as the 
leader in its field. 

It has grown steadily 
and is capable of 

large development. 
Owner’s other interests 
take so much of his time that 
he will sell for amount 
of gross business. 
$15,000 invested in 

this proposition 

should double in 

value in the next 
three years. 

Write, call or ’phone. 


EMERSON P. HARRIS 
Broker in Publishing Property 
253 BROADWAY NEW YORK 
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PATENTS. 


peesPATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington. P.O. Eatab. 1869. 











~ SHEPHERD & PARKER, 
Solicitors of Patents and Trade Marks 
408 Dietz Bidg., Washington, D.C 
Highest references from prominent manufactur- 
ers. Hand book for inventors sent upon request. 


e+ —_—__ 
ADVERTISING MEDIA, 


fWENTY grocers distribute food products to 

16,000 consumers in Troy and Central Miami 
County, Ohio. ‘he RECORD reaches 70 per cent 
of them. Only daily. One oo only 
necessary. Send for rate card. 


‘ hy HK Bakersfield (Calitornia) MORNING EcHO is 

published in railroad town of 10000 in- 
habitants; Southern Pacific and Sante Fe shops; 
biggest fuel oil fields in world; mining, farming 
and stock raising. EcHo covers field. Write for 
rate card. 


The Farm Queen 
HARVEST HOME NUMBER 
SEPTEMBER ISSUE 


Returns guaranteed advertisers in this issue. 
Double size and circulation, also special cover. 
Rates one cent per word ey yourad. Should 
you receive less than 40 CASH REPLI«S wiil run 
your ad three months free. Forms close Sept. 4th. 


THE FARM QUEEN 
928 Canton St. Baltimore, Md. 
- e 
FOR SALE. 


F° SALE, Cheap—A large Printing Plant, 
compete. in hustling town. Apply Box 157, 
Rumford Falls, Maine. 


liens SALE—A newspaper and job plant in town 

of 500. Good outfit in good condition; $0 
cash, or $300 cash and $300 on time. Sober, indus- 
trious printer can do well. Don’t answer unless 
you have $300. Asnap. COURIER, Montour, la. 


}OR SALE—Complete newspaper and job plant 
in excellent condition, publishing daily 1.600 
circulation, weekly 2,500, in growing city of 12,000 
population: doi between $2.500 and $3,000 of 
business per month and steadily increasing; in 
splendid field to improve. For particulars, price 
and terms, write C. A. McCUY, Lake Charles, La. 


Ok SALE—Daily and semi-weekly ne vspaper. 
Good plant, most of it new. |.inotype, two 
cylinder presses, motors, first-class type and job 
equipment. Town of 17.000 ple, growing com- 
munity. Good business and can be developed to 
Sreat capacity. Just the opportunity for man 
with capital seeking good investment. Address 
“H. S.,” care Printers’ Ink. 


A SPLENDID gee pope | is open to a party 
with about $2,000 capital. An established 
wade magazine with a good-sized subscription 
ist, many advertisers, paper endorsed by vromi- 
yent business men throughout the country, only 
*xclusive department and dry goods store trade 
nagaz'ne in existence, offers one-half interest in 
the gor {t is monthly; entered as second-ciass 
mail matter. and has a great future. Above 
interest for sale on account of present owner 
ran down with overwork, brought on to meet 
the demand fur i rincipals tter 
inswer soon as good thi do not last long. 
Will bear closest investigation. 443,” care 
vrinters’ Ink. 


——+49>—— 
ADDRESSING MACHINES. 


DDKESS!ING MACHINES—No type used in 
d the Wallace stenci] agaressing machine. A 
card index system of adaressing used by the 
largest publishers througboutthe country. Sevd 
for circulars We do addressing at low rates. 
WALLACE & CO.. 29 Murray St., New York, 
401 Pontiac Blig.. 358 Dearborn St., Chicago. Ill. 








++ —____. 
MAILING MACHINES. 


r[.HE DICK MATCHLESS MAILER, lightest and 
quickest. Price $12. F. J. VALI:NTINE, 
Mfr., 178 Vermont St., Buffalo, N Y. 


ADVERTISING AGENCIES. 


D A. O'GORMAN AGESCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


Hi W. KASTOR & SONS ADVERTISING COM- 
« PANY. Laclede Building, St. t.ouis, Mo. 


‘) HE ItELAND ADVERTISING AGENCY, 
Write for Different Kind Advertising Service. 
925 Chestnut street, PhilagelpLia. 


JIONEER ADVERTISING CO., Honolulu—Cos- 
mopolitan population makes our six years’ 
experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 
LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. Kstablished 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 
ARNHART AND S\\ASEY, Oakland, Cal.— 
Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;chear. 
HARPER ILLUS. SYNDICATE, Columbus. ©. 
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We Will Tell You How to 
Advertise Any Busi- 
ness the Best Way. 


We can prove to you, no matter what 
line of business you are in that 


THE BELDEN 


TELEPHONE PAD 
will produce better results than any 
other form of advertising—Newspapers, 
Posting, Circulars, Letters, or anything 
else. 

There ic e right way touse the Pad. 
Weknorr..e way. It helped tomake the 
Chicago Daily News, Chicago's greatest 
want ad paper. It helped put the St. 
Paul Dispatch way in the lead in St. 
Paul. Dozens of testimonials as to the 
value of the Pad. Used on the home and 
office phene—that’s the point. Different 
styles for different phones. 

We give exclusive use under certain 
conditions. 

Specially interesting proposition to 
Real Estate Dealers, Coal Dealers, 
Bankers, Gas Companies, Grocers, News- 
papers, etc. 


Write NOW. 
BELDEN MFG. CO. 
198 Michigan St., Chicago 


Single Pads (like cut) on sale and ex- 
pr to any one for 50c. 
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ADVERTISING MANAGER. 


OLICITOR wanted for mail-order publication 
of large circulation. Must be exverienced, 
steady end be able to get Agoet oud as busi- 
ness. Address in eee INPUTS ng experience 
and salary — MANAGER, SOLic ITOR,” 
care Printers’ 


TRANSLATIONS. 


po translations and commercial cor- 
ndence. Address THE SPANISH-AMER 
ICAN BUREAU OF C OM MEU, Jamaica, N. Y. 


MAIL. ORDER B USINESS. 


START in a High-Class Mail-Order Business. 
Spare time or evenings at home. Big money 
init. We print you either large or smail cata- 
logues with your oe on them and supply good 
jeweler at wholesa! 

_— NATIONAL. JEWELRY CO., 
abash Ave., Chicago, I 
PAPER, 
BASSETT & SUTPHIN, 
45 Beekman =t.. New York City 

Coated pavers a speciaity. a 3 ‘Perfect. 

Write for bigh-grace catalogue 


> 











COIN MAILER 
for $3 10.000, $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la. 


1,000 


ee 
HALF-TONES. 


AI.F-TONES for sale. We vases 5 lot of Sheer 

half-tones in condition new, at six 

cents per square inch Fa Meas REVIEW, 
355 Dearborn St., Chicago, !Il. 


N*z3 EW or are R Sed te ted ab eS. 
4x5. 
23, Whien "a accompanies the order. 
Send for samp! 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


PATE IONE or line productions. 10 square 
inches or smaller. detivered prepaid. 7ic.: 
6 or more. d0c. each, Cash with order. Ali 
newspaper screens. Service day and nigbt. 
Write for circulars. keferences furnishea. 
Newspaper process-engraver. #. U. Box 815. 
Philadelphia, 


pS 
COIN CARDS. 
$3 rk 


1,000. Less for more; any princes: 
COIN WRAPPER CO.. Detroit, Mic 


39 
PREMIUMS. 


T HOUSANDS of su uggestive premiums suitable 
for publishers and others from the foremost 

makers and bag ee dealers in jewelry and 

kindred ei e list price illustrated 

catalogue 6) reatest book of its — 
‘ublished one. 34th issue now v3 

8 F. MYERS CO., 47w. and 49 Maiden Lane, N. cy. 


Within the Past ‘"““s" 
Year We 
Have Supplied a) 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D. C., With Over 


100,000 


POUNDS OF 


MONOTYPE METAL 
WITHOUT A SINGLE COMPLAINT. 


Has a record like this ever been sur, 
in the manufacture of inters’ Metals 
We make a specialty of the manufacture 
of Metals for Printers—Monotype. Linotype, 
Stereotype, Electrotype, Autoplate, ~om- 
positype. 


MERCHANT & EVANS CO. 
Successors to 
MERCHANT & CO., Inc. 
SMELTERS, REFINERS, 
PHILADELPHIA. 


Chicago 
Kansas City 








New York 
Brooklyn 


Baltimore 
Denver 




















SEYMOUR EATON 


Advertising Counsel 


1323 Walnut Street, Philadelphia 


Mr. Eaton consults with targe advertisers regarding the 
preparation and placing of advertising copy Conferences by appointment 
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PATENTS. 


geemsPATENTS that PROTECT 
Our 8 books for Inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 





Washington. Db. O, Eatab. 1869. 








S SHEPHERD & PARKER, 
Solicitors of Patents and Trade Marks 
408 Dietz Bidg., Washington, D.C. 
Highest references from prominent manufactur- 
ers. Hand book for inventors sent upon request. 


2+ 
ADVERTISING MEDIA. 


T= IY grocers distribute food products to 

10,000 consumers in Troy and Central Miami 
County, Ohio. ‘he RECORD reaches 70 per cent 
of them. Only daily. One ee only 
necessary. Send for rate card. 


flag! K Bakersfield (California) MORNING EcHo is 

published in rai'voad town of 10000 in- 
habitants; Southern Pacific and Sante Fe shops; 
biggest fuel oil fields in world, mining, farming 
and stock raising. EcHo covers field. Write for 
rate card. 


The Farm Queen 
HARVEST HOME NUMBER 
SEPTEMBER ISSUE 


Returns guaranteed advertisers in this issue. 
Double size and circulation, also special cover. 
Kates one cent per word. Key yourad. Should 
you receive less than 40 CASH REPLIS wiil run 
your ad three months free. Forms close Sept. 4th 


THE FARM QUEEN 
928 Canton: St. Baltimore, Md. 





-+e+ 
FOR SALE. 


OR SALE, Cheap—A large Printing Plant, 
complete, in hustling town. Apply Box 157, 
Rumford Falls, Maine. 


hoe SALE—A newspaper and job plant in town 

of 500. Good outfit in good condition; $00 
cash, or $300 cash and $300 on time. Sober, indus- 
trious printer can do well. Don’t answer unless 
you have $300. Asnap. COURIER, Montour, la. 


ne SALE—Complete newspaper and job plant 

in excellent condition, publishing daily 1.600 
circulation, weekly 2,500, in growing city of 12,000 
population: doi between $2.500 and $3,000 of 
business per month and steadily increasing; in 
splendid field to improve. For particulars, price 
and terms, write C. A. McCUY, Lake Charles, La. 


prez SALE—Daily and semi-weekly ne vspaper. 

Good plant, most of it new. |.inotype, two 
cylinder presses, motors, first-class type and job 
equipment. Town of 17.000 people, growing com- 
munity. Good business and can be developed to 
reat capacity. Just the opportunity for man 
with capital seeking good investment. Address 
‘H.S.,” care Printers’ Ink. 


SPLENDID opportunity is open to a party 
A with about $2,000 capial, An established 
vade magazine with a good-sized subscription 
ist, many advertisers, paper endorsed by vromi- 
rent business men throughout the country, only 
*xclusive department and dry goods store trade 
nagaz'ne in existence, offers one-half interest in 
the paper. It is monthly; entered as second-ciass 
mail matter. and has @ great future. Above 
interest for sale on account of present owner 
run down with overwork, brought on to meet 
the demand fur ———. Principals better 
inswer soon as good things do not last long. 
Will bear closest investigation. ‘‘443,” care 
vrinters’ Ink. 


++ 
ADDRESSING MACHINES. 


DDKESS!ING MACHINES—No type used in 
the Wallace stenci) agaressivg machine. A 

card index system of adaressing used by the 
largest publisiers throughout the country. Sexd 
for circulars We do addressing at low rates, 
WALLACE & CO.. 29 Murray St., New York, 
401 Pontiac Blig.. 358 Dearborn St., Chicago. Ill. 








+9 
MAILING MACHINES. 


‘Pf HE DICK MATCHLKESS MAILER, lightest and 
quickest. Price $12. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N Y. 
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ADVERTISING AGENCIES. 


A. O'GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


I W. KASTOR & SONS ADVERTISING COM- 
e PANY. Laclede Building, St. t.ouis, Mo. 


"HE IRELAND ADVERTISING AGENCY, 
Write for Different Kind Advertising Service. 
925 Chestnut Street, PhilagelpLia. 


PIONEER ADVERTISING Cv., Honolulu—Cos- 

mopolitan population makes our six years’ 

experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. Kstablished 

(872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


PAENsanr AND S\ASEY, Oakland, Cal.— 

Largest agency west of Chicago; employ 60 
people; save aavertisers by advising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


> 








ILLUSTRATORS AND ILLUSTRATIONS 


DVERTISING Cuts for Retailers; good;chear. 
HARPER ILLUS, SYNDICATE, Columbus. ©. 
cneneniaacaii i acecnanimsastio 








We Will Tell You How to 
Advertise Any Busi- 
ness the Best Way. 


We can prove to you, no matter what 
line of business you are in that 


THE BELDEN 


TELEPHONE PAD 
will produce better results than any 
other form of advertising—Newspapers, 
Posting, Circulars, Letters, or anything 
else. 

There is a right way touse the Pad. 
Weknowthe way. It helped tomake the 
Chicago Daily News, Chicago’s greatest 
want ad paper. It helped put the St. 
Paul Dispatch way in the lead in St. 
Paul. Dozens of testimonials as to the 
value of the Pad. Used on the home and 
office phene—that’s the point. Different 
styles for different phones. 

We give exclusive use under certain 
conditions. 

Specially interesting proposition to 
Real Estate Dealers, Coal Dealers, 
Bankers, Gas Companies, Grocers, News- 
papers, eto. 

Write NOW. 

BELDEN MFG. CO. 
198 Michigan St., Chicago 


Single Pads (like cut) on sale and ex- 
pressed to any one for 
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ADVERTISING MANAGER. 


QOLICIIOR v wanted for mail-order publication 
of large circulation, Must be exverienced, 
steady end be able to get good _ — — 
ness. Address in sone statin 

and salary oe MANAGER- HEITOR: > 
care Printers’ 


+e 
TRA NSLATIONS. 


PANISH translations and commercial cor- 
respondence. Address THE SPANISH-AMER 
ICAN BUREAU OF COMMELKUE., Jamaica, N. Y. 


MAIL. ORDER B USINESS. 


TART in a High-Class Mail-Order Business. 
Spare time or evenings at home. Big money 
init, We print you either large or smail cata- 
logues with your name on them and supply good 
ewer. at wholesale. 

A ae NATIONAL JEWELRY CO., 
oT Wabash Ave., Chicago, Ill. 
<> 


PAPER, 
B BASSETT & SUTPHIN, 
45 Beekman st.. New ¥ ork’ City. 
Coated paversa speciaity. Diamond B Perfect. 
Write for bign-grace catalogues. 


ae 








COIN MAILER 
1 000 for $3 10,000, $20. Any printing. Acme 
Coin Carrier Co.. Ft. Madison, la, 


eS 
HALF-TONES. 


AI.F-TONES for sale. We offer 2 a et Voces 
half-tones in condition good a six 
cents per square inch Fa MERS REVIEW, 
355 Dearborn St., Chicago, Il. 


NOR ese HALF-TONES. 
3x4, $l; 4x5, $1.60. 
Delivered wi miter aan accompanies the order. 
nd f 
KNOXVILLE FINGRAVING CO., Knoxville, Tenn. 


Aiea or line productions. 10 square 
inches or smaller. detivered prepaid. 7ic.: 
6 or more. 40c. each, 
newspaper screens. 
} tes Bos circulars. 

r process-engraver. F, OU. 
Philene phia, ba 


es CARDS. 


$3 ss for more; any printing. 
THe eOIN WRAPPER Co,. Detroit, Mich. 


Caso with order, All 
Service day and nigbt. 
kteferences furnishea. 
Box 815. 





PREMIUMS. 
T HOUSANDS of ‘itabl 
for publishers and « a = the foremost 


makers and wholesvle dealers in jewelry and 

kindred a 6) age list price illustrated 

catalogue ) Gventeat book of its ine. 

Published —. , 34th issue now v3 

8. F. MYERS CO,, Saw. and 49 Maiden Lane, N. y: 
———+~or—__— 


Within the Past 'g°; ™ 
Year We 
Have Supplied ,.- Registered 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D. C., With Over 


100,000 


POUNDS OF 


MONOTYPE METAL 
WITHOUT A SINGLE COMPLAINT, 


Hasa record like this ever been sur, 
in Or manufacture of Printers’ Metals 
make a specialty of the manufacture 
of Metals for Printers—Monotype. Linotype, 
=e Electrotype, Autoplate, Com- 
positype. 


MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 
"PHILADELPHIA. 


Chicago 
Kansas City 





New York 
Brooklyn 


Baltimore 
Denver 




















SEYMOUR EATON 


Advertising Counsel 


1323 Walnut Street, Philadelphia 


Mr. Eaton consults with large advertisers regarding the 
preparation and placing of advertising copy Conferences by appointment 
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THE STAR GALAXY 


GUNA 
YEED 


In Rowell’s American Newspaper Directory something more 
than fifty newspapers are made conspicuous by the Guarantee Star 
pictured above. No one can read the names of these papers with- 
out being impressed with the thought : ‘*‘ What a glorious list it is!” 
Out of nearly 25,000 publications issued less than 8,000 get credit for 
printing more than 1,000 copies regularly, and of these less than 
one in four, viz., less than 2,000, keep such a record of the output 
from day to day as enables them to furnish the Directory editor 
with a definite and satisfactory annual report of copies printed, 
thereby revealing the average issue. Of these 2,000, a few more 
than two per cent, or about one in every forty, is sufficiently confi- 
dent of the accuracy of its record of copies printed that it dares to 
invite investigation, and for these the Directory editor stands ready 
to pay a reward of $100 to the first person who discovers and reveals 
an inaccuracy in any one of their guaranteed statements. This 
guarantee has been several years in force, but not only is it true 
that the reward has never yet been paid, but it is equally true that 
it has never been demanded, and that no breath of suspicion has 
ever reached the editor of the Directory that anybody questions 
the exact accuracy of any one of the statements of copies issued 
submitted by any member of what he calls his Star Galaxy. It 
is often asserted that any publisher can have the Guarantee Star 
by paying $100 for it. That may be practically true, but just think 
what an ass a man would be to offer a reward of $100 to any one 
who would or could prove him a liar, without being dead certain 
beforehand that the statement guaranteed is as true as gospel. It 
is, doubtless, the sneaking fear that there may be a modicum of 
error in a statement, although duly signed and verified, that keeps 
the Star Galaxy down to so small a membership. No one can look 
at the list cf fifty members without being impressed that it com- 
poses a mighty good company to be found in the midst of. 

If fuller information is desired concerning the method and con- 
ditions of membership in the Star Galaxy the inquirer should address 


THE PRINTERS’ INK PUBLISHING COMPANY, 
Publishers of Printers’ Ink and 
Rowells American Newspaper Directory, 
No. 10 SprucE St., NEw YORK CITY. 
Publishers who have any doubt about the absolute accuracy of the state- 


ments they issue concerning their average editions want to steer very clear ¥ 
membership in the Star Galaxy. clitesenessatens 
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COMMERCIAL ART CRITICISM 





BY GEORGE ETHRIDGE, 
READERS OF FRINTERS: 


BS cairieism OF COMMERCIAL ART 


the 
to the ad- 
would be ad- 


The application of Incenso, 


Oriental 
vertisement 


deodorant, 


No, 1 


visable and doubtless beneficial. It 
certainly needs cleaning and 
fumigating. That this fact is 


realized is perhaps indicated by 
the presence of the incense burner 
in the lower left-hand corner. The 





\e HOME 
Sa O10) Yale 


Px) PLACES 


PRICE ONE DOLLAR 


= Q he 
st ft rs...” Nothing like 
tana aa ‘fragrance exerts a soothing 
Matter ‘the Incenso has burned out. Every 
| poseessed of odors, which, though not noticeable 
to the ‘occupants, are plainly discernible to callers. 

A bit of Incenso will destroy the odor of cabbage, onions, 

and os ‘kinds of cooking, and of drugs and medicines. 


For Perfuing and | Deodorizing Homes 
Used s ‘ { Recommended by Nurses in Sick Rooms 


¢ fat Guaranteed to give satisfaction or money refended 
jean 


Send $1.00 for a trial package and 
the free paren today 


Ss THE INCENSO. COMPANY 
- Minneapolis, Minn., U.S. A. 





NO.}. 


error lies in the application of the 
deodorizer—it is not the type that 
requires fumigating, but the illus- 
tration. This picture, far as 
can be discovered, not only means 
nothing at all but is so cluttered 
up with dim detail and white let- 
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sO 


INK WILL 
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33 UNION SQUARE.,N.Y. 


RECEIVE. FREE OF CHARGE! 
MATTER SENT TO MR. ETHRIDGE. 






tering as to be worse than useless, 
No. 2 has the advantage of clean- 
liness and distinctness. 

* * * 

There is always something in- 
teresting about an advertisement 
that shows the goods—just as 
they are. Even if the advertise- 
ment is not otherwise attractive, 











if you are the least interested in 
the goods advertised a _ photo- 
graphic likeness of them will catch 
you and hold you. This Cook's 
Linoleun: advertisement is an ex- 
cellent example of this class of 
publicity. About half the entire 
space is devoted to a_photo- 
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graphic reproduction of the lino- 
leum, and in the original it 
showed up very well indeed. It is 
not possible in many instances to 
show the quality of goods in a 
picture, but it is possible, as in 
this case, to show. the style and 





’ 






“ Bears the wear™ 


Cook’s 
Linoleum 


Inlaid or Printed 


Lightens your house- 
work —easy to keep 
clean on the kitchen- 

floor, bath-room, and 
vestibule. Wears for 
years in offices. As 
tA smooth and sanitary as 
marble or tiling, and 
far more comfortable. 

Our improved process 
makes it tough, strong, and 
pliable. Hundreds of at- 

mm tractive patterns, 

if your dealer has n't Cook's 
‘write ua, and we ‘ll see that you 
getit. Book L of patterns, free. 
Treatoa Oil Cloth & Linoleum Co, 
Treaton, N. J. 
make: - Cook's — 


ott Choth and Cook's 
(wall-coverip; i 





appearance. When this can be 
done with any reasonable degree 
of attractiveness it makes an ex- 
cellent illustration for advertising 
purposes, 

* * * 

This little advertisement de- 
serves to be reproduced as a curi- 
osity—it would be too bad to let 
it get away. So far as can be 








EEL pors 
AWAY WITH UNSIGHTLY PROPS 
KEEPS CLOTHES LINES DRY. 
TIGHT AND CLEAN. FOUR LINES 





VEAGERS MFG co 
KES-BARRE, PA. 








gathered from the illustration and 
text the housewife, when she 
wants to hang out her washing. 
fastens one end of her line to 
Yeager’s Line Reel and _ hitches 
faithful old Dobbin at the other 
end, So far as can be seen, Dob- 


bin just has to stand there until 
the clothes get dry, and the par- 
ticular horse shown in this pic- 
ture seems to be manifesting some 
degree of impatience with his job. 
Yeager’s Manufacturing Company 
sends this outfit “to any part of 
U. S. on receipt of $1,” but it is 
not stated whether this price in- 
cludes the horse or not. 

* * * 

The gentleman in this spectacle 
advertisement flourished in the 
year 1845, at which time he posed 
for this picture, and the broad rim 
spectacles he holds in his hands 
are of the same period, and, as 
can be seen, the lenses have been 
smashed in the meantime. It is 
interesting occasionally to run 


Get This Gold_ Pair 





—® Fb sale 

# pe set, I make 

ler, which will 

ree a cash: Just write we 
ial ou Perfect ~~] Eye 


id you rel 
the je Tear wth Your Ys il send 
oy cae emis ws ot my don't find them 





Visi 

only sctoal saving of #4 to 

OR. WAUK SPECTACLE COMPART, Noun 
SO 


1 WANT ACENTS AL: 
fer where My sevose eet wo liens 0 











across one of these relics of the 
dim and distant past, but their 
place is in the scrap book and not 
in the advertising columns of the 
publications of to-day. It would 
cost this advertiser a few dollars 
to have an up-to-date illustration 
made showing the people and the 
spectacles of present times. He 
can save money by using his old 
cut—that is perfectly obvious. 
* * * 


Here is a wagon advertisement 


Buy Your Vehicle Direct From The Factory 
And Save All Middleman’s Profits 












ee VEE FREE: 


{Seer ‘ear eS -.- 
CON SUMERS CARRIAGE MFG. co. 








which, although not particularly 
handsome, is a good illustration 
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of the possibility, in some cases, of 
showing several articles to fair 
advantage in one advertisement. 
In the original the four wagons 
were each about an inch in di- 
ameter and showed up clearly 
enough for the purposes of the 
advertiser, Here are four different 
styles of wagons and it is prob- 
able that among them there is one 
that will hit the needs of most of 
the country people to whom this 
advertisement is directed. This 
is about all that can be said in 
favor of the advertisement, as the 
white on black lettering is very 
weak and the wagons themselves 
would have been better arranged 
in a straight line at the top or 
bottom of the advertisement than 
diagonally across it, as in the lat- 
ter form they have the effect of 
chopping the advertisement into 
sections. 


— +o — 
THE MAIL-ORDER PRESS. 
Out of the large number of publica- 
tions in the United States there may 
be grouped a small list, not exceeding 


43 


that are classed spe- 
They 


100 in number, 
cifically as mail-order monthlies. 
are so rated because experience has 
proved that they bring better direct 
cash returns from mail-order ads than 
any other papers. To be sure, many 
other mediums are adapted under cer- 
tain conditions to mail-order work but 
the true mail-order group is a unique 
one and well within the above limit. 

Most of these papers have enormous 
circulations made up of sample copies 
and subscribers. In the old days the 
former predominated but’ of late. owing 
to government restrictions of sample 
copy output as compared to total cir- 
cu.ation, the order is reversed. 

What sample copies do go out go to 
names copied from letters received in 
aswer to ads. These letters are bought 
from brokers who make an exclusive 
business of selling them to the various 
publishing agents who work at times 
on a cash basis but oftener for some 
premium, 

It thus happens that the entire output 
of these papers goes to a class of peo- 
ple who may be said to be afflicted with 
“the mail-order habit,’ and that is the 
real reason for their power to bring 
money through the mails, their readers 
undoubtedly enjoying the galaxy of 
start'ing offers and propositions in the 
advertising columns almost as much as 
they do the reading matter.—Booklet 
from Cheerful Moments. 





A Reluctant Step 





On and after October 5th, 


Ink will be 


25 ad LB. KEGS ee e 
50 6 66 e . . . 
100 bd oe e e@ 
250 we 6 a ee 


500 “ BARRELS . 


Terms f. o. b. New York, cash with order. 


1906, my prices on News 


as follows: 

7 CENTS A POUND 
6% 6 6 it 

6 “ it4 ki 
5% 6 “ “ 

5 114 6 6 


This in- 


crease of one cent a pound on all packages has been 
taken after due deliberation, as it was either raise my 


prices or cut the quality. 


When I made my prices, 12 


years ago, oil was costing about one-third what it does 


to-day. 


Printers Ink Jonson 


Send for my sample book of colors, 


Address 


17 Spruce Street 
New York 














PRINTERS’ INK. 


READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send mode! advertisements, ideas for window 
cards or circuiars, anu any other suggestions for bettering this departmen:. 














STAFFORD ADVERTISING AGENCY. stores. and it caters, as you may 
li. Ernest Stafford, imagine, to the masses. They are big 
Booklet. Newspaper, Magazine space users and run all the way from 
Advertising. “rT to three or four pages a day. 
seein’ ae heir Topsy Turvy Sale is a period- 
1019 Banigan Building, ical event, and they have been in the 
PROVIDENCE, R. I. habit of announcing it with ads like 
Editor Ready Made Department: the specimen. 
I wish you would tell me what you Their regular ads are all set in type, 
think about this full page from the] well displayed, and well illustrated. 
Providence Tribune. ] have tried in vain to read this ad 





The Outlet is one of our largest} and others like it but have had to give 
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it up because T can't find any starting 
place. Everything is confusion. 

This, of course, carries out the Topsy 
‘Turvy idea very well, but it doesn’t 
seem to me to be very good advertis- 


ing. Yours very truly, 
STAFFORD ADVERTISING AGENCY. 
H. E. Stafford. 





There is no question but that 
this ad, reproduced herewith 
(very much reduced in size), will 
get more attention than a plain 
type ad, but there is a question 
as to whether it will be as widely 
or as carefully read. The lines 
in imitation of print are not as 
hard to read as those in script, 
and as they are the ones that tell 
of bargains the ad as a whole 
may be resultful though 
printed in the usual way. A page 
in type would hold a lot more 
items and, by means of cuts or a 
striking head or border design, 
could be made very attractive. All 
things considered I think I would 
rather take my chances with such 
an ad. 


as as 





All Right, As Far As It Goes; but if 


rices Are Attractive Why Not Print 
Them? From the Atlanta (Ga.) 
Journal, 





Shingle Buyers, 
Attention ! 


You are losing money if 
you buy Laths and Shingles 
before getting our prices. 

Beg to draw your atten- 
tion to our “Carolina 
Special Cypress Shingle.’ 

ur “Carolina Cypress 
Shingle’ is an exceedingly 
high grade shingle of full 
dimensions and of most 
attractive looks. 

All old contractors 
property owners say 
best all heart cypress 
last twice as long as 
all heart pine. 

One_ inspection of our 
“Carolina Special Cypress’”’ 
means that you will buy as 
they make the neatest roof 
and will outlast heart pine. 


CAROLINA PORTLAND 
CEMENT CO., 


Atlanta, Ga. 


and 
the 
will 


best 














Evidently 


Good Use of Small Space in the 
irg Dispatch. 


A 


Not 


IN}. 
the Dutchess’ Trousers 
Rip. Erom the East 
(O.) Reveille Echo, 


45 
Will 


Palestine 








bi 


lf Enoch 
Faulkner, John 
Charlton, Geo. 
Faulkner, and 
Rob't Chaplow 


Could not rip a pair of 
Dutchess Trousers in a three 
minute pull, don’t you think 
they are the kind of pants 
you have been looking for? 
The best $1 pants in the 
world for working purposes, 


We have them in the bet- 
ter grades, also for dress, 
ranging in price from $1, 
$1.50, $2 and up to $5. 
Dutchess Trousers. 
NUSBAUMS, 


Failer Block, E. Palestine, O, 





Pitts. 





Gas Heating 
Appliances 


of the highest quality for 
the Home, Office and Store 
—moderate prices— 

Come to our show rooms 
and see the display of “Good 
Gas Goods.” 


REINEKE, WILSON CO., 
Wood St. and First Ave., 
Pittsburg, Pa. 








By 


Ad Says 


in 


Solid Mahogany Table for $4.50? 
hat’s What This 
angor (Me.) Daily Commercial. 


the 








Dining Tables, 


made of Golden Quartered 
Oak and Solid Mahogany. 
Every table perfect in con- 
struction and finish, fitted 
with easy running slides, not 
the kind that stick and warp 
out of shape, 

We guarantee every table 
we put out. Thirty-eight 
patterns to select from. Not 
an old style or shop-worn 
table in the lot, 

Prices $4.50 to $65. 


CHANDLER & CO., 
84-86-88 Hammond St., 


Bangor, Me. 
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THe CHESAPEAKE AND PotomMAc TELE 
PHONE COMPANY OF BALTI- 
MORE CITY. 

BALTIMORE, Md. 
Editor Ready Made Department: 

I am inclosing a series of this com- 
pany’s newspaper advertisements, for 
the month of September, and which 
may be of interest to your department. 

Very truly yours, 
L. H. Pearp, 
Advertising Agent. 





I have seldom, if ever, seen a 
space of little more than two 
inches single column more effect- 
ively used for telephone adver- 
tising. The ads are set in a very 
light-face type, with plenty of 
“daylight” all around—a style 
which constitutes good display in 
the most of daily papers by con- 
trast with the heavy black style so 
generally effected, and the argu- 
ments are short, sensible and 
strong, as shown by the reproduc- 
tions herewith: 


IN ALL EMERGENCIES, 
whether important or trivial, a Tele- 
phone is always helpful—often indis- 
pensable. Very low rates for efficient 
service. 

THE C. & P. TELEPHONE CO., 
5 Light Street, 


BAD WEATHER, CROWDED CARS, 
NOISY CROWDS, 
can often be avoided by “Ordering by 
Telephone.” Give your home this mod- 
ern necessity at a low cost. 
THE C. & P. TELEPHONE CO., 
5 Light Street, 


FRIENDS; PHYSICIAN, THEATERS, 
MARKETMEN, 

All within instant call by Telephone. 
Has your home the service? Low rates. 
THE C. & P. TELEPHONE CO., 
5 Light Street, 














Strength Out of All Proportion To 
Size. From the Washington (D. C.) 
Evening Star. 


Guard Your Roofs 
Against Winter 
Storms. 


Let us repair all the leaks 
in your roofs and give them 
a coat of Graf-tonic Roof 
Paint now if you want to 
avoid trouble this winter. 

GRAFTON & SON, 
Roofing Experts, 
714 19th St., "Phone M. 760. 
Washington, D. C. 
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A Happy Thought for Carpet Sweeper 
Advertising. From the Albany (N. 





Y.) Evening Journal. 





Brooms Vs, 
Sweeper. 


Just glance at our east 
window the next time you 
go by and see a convincing 
illustration of the economy 
in purchasing a Bissell car- 
‘pet sweeper instead of a 
broom. There is shown a 
Bissell carpet sweeper which 
has had daily use for seven 
years and is still as good as 
new. Its price was $3, so 
it has cost 4c. a month. A 
broom of good quality is 
shown with it. This broom 
has had daily use for two 
months and is entirely worn 
out. The price of the broom 
was 35¢, so it has cost 174%c. 
a month, or over four times 
as much as the Bissell carpet 
sweeper. 

The soft bristle brush of 
the Bissell carpet sweeper 
saves the carpet and makes 
it sweep more quickly, clean- 
ly and easily than a broom, 
while ‘‘Cyco”’ bearings make 
it almost seem to run itself. 
The spring dumping device 
empties this sweeper without 
soiling the fingers, and there 
is no bending over, with its 
attendant tired back. 

We have these standard 
sweepers in various qualities 
and sizes, and in six differ- 
ent finishes, ranging in price 
from $2 to $4. 

ALBANY HARDWARE & 
IRON COMPANY, 
39-43 State St., 
Albany, N, Y. 





Goo 


d Idea for a‘Prescription Ad. From 


the Worcester (Mass.) Evening Post. 





We're Making 
Rapid Daily 
Strides Toward 
The 400,000 No. 


In our present Pre- 
scription series. That Ten- 
Dollar Gold Piece in our 
window will belong to the 
person who has Prescription 
number 400,000 filled—per- 
haps you. 


BREWER & CO., 
56 Front St., 
Worcester, Mass. 
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For Lighting by Gas. From the Read-| A Scasonable One from the New York 





w Bit of Frankness that Ought to Sell 
the Richmond (Va.) 


F 


r 


ing (Pa.) Eagle. 





Light. 


The best light, 
sunlight, is gas-light. 

In the long evenings that 
are coming, you want the 
best and most economical 
artificial light. 

Let us show you some of 
the wonders of modern light- 
ing that are possible, by rea- 


next to 











Goods. From 
Evening Journal, 





“Fonetik 
* : ” 
Speling 
means lopping off every 
needless letter, that the 
language may grow simpler 


and clearer. . 
“Fonetik Merchandizing” 


Suits, $13.75. 

Fifty-eight Children’s 
Suits, fall and winter (1905), 
ages 3 to 12, marked $5, 
$6, $7, $8. $2.95. 

Your Fall Hat is here. 

JACOBS & LEVY, 
Richmond, Va. 





rom the Victoria (B. C.) Daily Times. 





Self Opening 
Umbrellas 


The handiest umbrella on the 
market; no more _ pushing 
and shoving to get your um- 
brella to open; simply press 
the button and your um- 
brella’s ready for _ use; 
stronger than the ordinary 

make and just as cheap. 
$1.50, $2, $2.25 and $2.50. 

W. G. CAMERON, 

55 Johnson Street, 

Victoria, B. C, 














Times. 





Fall Suits and 
Top Coats 


are now in order. Indian 
summer wi!l play its pranks, 
but cooler weather is right 
behind it. 

Our “Clearing House” 
sale includes new arrivals of 
very choice suits, in hard- 


2 . finished Cassimeres and 
son of the newest inventions 
? 2 Worsteds, also Top Coats, 
re ¢ burners and gas fix including the very popular 
ures. form-fitting _ ‘“‘Chesterfields.” 
CONSUMERS’ GAS CO., Clearing House Price, $11. 
HOPE 
- sth St. 4 
6 we me &., Broadway, Corner Chambers, 
Reading, Pa. Stewart Building, 


New York. 








How Package Coffees are ‘‘Roasted” in 


the Washington (Pa.) Reporter. 


For a Medium 
Priced Coffee 


our Golden Santos is a 
winner. Cheap package cof- 
fees are getting poorer in 
quality as the price is ad- 


means lopping off every vancing. If you are dissat- 

fraction of a price, that isfied with the coffee you are 

the fall goods, now unpack- drinking try our Golden San- 

ing, may have plenty of tos, 20c. a pound. Every 

elbow room. pound packed in a_ neat, 
Men’s $15 Fall (1905) moisture-proof, air-tight pack- 

Suits, $9.50. age and sold with our guar- 
Men’s $25 Fall (1905) antee. 


G. M. WARRICK’S SONS, 
102 S. Main St., 
Washington, Pa. 














An Example of Effective Use of Slang. 
From the Bangor, (Me.) Daily Com- 


mercial. 





“23” For The 
Wash-lady ! 


You’ll find it all the bet- 
ter for your clothes, and 
cheaper in the long run, to 
“lose” the washerwoman, 
and take up with our “rough 
dry” family wash service. 
We charge only 25 cents per 
dozen pieces, and iron all 
flat pieces free! Investigate! 


THE WHITE STAR, 
Porter-Parsons Co., 
18-20 Cross St., 
Bango: Me. 
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CLIPPED AND PASTED. 


THE Poret—“Ah, I have lots of 
poetry in my soul.” The Editor— ‘Yes, 
the trouble is you don’t keep it there.” 
—Philadelphia Bulletin. 


AN ALL AROUND MAN.—A sign 
on Third street reads: ‘“‘Wm. Stover, 
whitewashing, kalcimining and music 
teacher. Best in the world.”—Milwau- 
kee Sentinel. 


A country paper lays down this rule 
of etiquette: “When a lady and gentle- 
man are walking in the street the lady 
should walk inside of the gentleman.”’— 
New York Tribune. 


“T THINK,” said the reporter, “that 
the public would like to know how you 
managed to live to such a great age. 

“By perseverance,” replied the cen- 
tenarian. “I jest kept on livin.’ 
Philadelphia Ledger, 


A paris shopkeeper displays the fol- 
lowing sign in his window: ‘“‘Any one 
entering these premises after they are 
closed will receive 800 volts of elec- 
tricity through them.”—New York 
Times. 


HIS DIMENSIONS.—‘What is the 
Hon. Thomas Rott so angry about?’ 

““Why, the Weekly Palladium and 
Farmers’ Vindicator published a one- 
column cut of him and referred to it 
as a ‘life-size’ portrait.””—Puck. 


A LOST SUBSCRIBER.—The Kedah 
Postoffice authorities have a somewhat 
blunt way of putting things. Copies of 
a Penang paper posted to a subscriber 
were the other day returned marked 
“Addressee hanged for Murder.”— 
Bangkok Times. 


BRANDED.—“Where are you going 
with that club?” 

“Downtown to kill an editor. 
him a letter on the folly of summer 


I sent 


the 


99 
— 


vacations signed ‘Honestas’ and 
duffer went and added another ‘s. 
Western Publisher. 
EXTRA! TEN O’CLOCK 
EXTRA!—‘Th’ hopes iv th’ dimmy- 
cratic party is divided between th 
iditor iv a Nebraska weekly an’ th’ 
iditor iv a New York siventy times 
daily an’ a_ few at_night.”—‘Mr. 
Dooley,” in American Magazine. 


EXTRA! 


EFFORT.—Wearying of 
and bent with age, 
last laid aside 


WASTED 
his incessant toil, 
the — editor at 
his 

Wh hat’ s the use!” he exclaimed. “lor 
more than forty years I have carefully 
and conscientiously refrained from be- 
ginning any headline, editorial, or 
paragraph with the word ‘the,’ and not 
a soul on earth has ever noticed it!”— 
Chicago Tribune. 
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“SMALL AD” JOKE.— The honey- 
moon had just finished waning when 
he meandered home at 2 a. m. 

“J suppose,”” he remarked to his 
better half, “you will class me as a 
brute?” 

“Oh, no,” she answered calmly. “You 
are too late to classify.” —Chicago 
Daily News. 


RUBBING IT IN.—An_ infuriated 
man rushed into a newspaper office and 
demanded to see the editor. 

“T am the editor,” quietly responded 
he of the shears and paste-pot. 

“Well, I want to know if this is the 
paper that said I was a liar.” 

“Tt is not; possibly it was our con- 
temporar down the street.” And then 
as he idly toyed with a paper-weight 
the editor added blandly: “This paper 
Never prints’ stale news.’’—Stray 
Stories, 

ADMIRABLE FRANKNESS.-—Com- 
mercial candor still exists in the lit- 
erary world. At any rate, a popular 
monthly has _ the followhug announce- 
ment stamped on its cover: “This 
magazine opens flat.” The gifted 
author who supplies the opening con- 
tribution is consulting his solicitor, It 
reminds one of the enterprising Strand 
tailor who plastered his windows. with 
the inscription: “Our gents’ fancy 
trouserings will not last 1ore than a 
week. They should be bought at once.” 
—London Tribune. 


MARRIAGE TRULY CONTRACT- 
ED.—The following matrimonial adver- 
tisement appeared the other day in an 
Australian newspaper: “Settler, ab, 30, 
start poult, farm, wd, mar. girl, past 
21, fond outdoor, simple life; not 
afraid 2 or 3 yrs.’ rough fr. sake make 
comf. lov. home. Wr. bef. July 12, 
Mr. Shingle, G. P. O., Sydney.” 

he Sydney Bulletin remark,.0 on this 
that many a careworn pers vin 
a bk. st. in the gt, m’t)p 
that pict. of the com merwih 
the h’ns running past —Man- 
chester Guardian, 


Rupyarp Krpiinc dined on one oc- 
casion with a party that included sev- 
eral other well known writers—a fair 
proportion of men and women who 
knew something about literature, and 
a large number who knew little and 
made up for their lack of knowledge 
with pretence. Several of the last de- 
scribed kind started a useless discus- 
sion concerning spellings, pronuncia- 
tion, etc. and one, firing his remark 
straight at Kipling, said: “I find that 
‘sugar’ and ‘sumach’ are the only 
words beginning with ‘su’ that are pro- 
nounced as though beginning with 

Bored though he was, _ Kipling’s 
politeness did not desert him, and, 
assuming an expression of interest, al- 
though his eyes twinkled behind his 
glasses. he asked; “Are you sure??— 
Chums, 














